A complete service 
for the illummation and display 
of all kinds of merchandise 


Over seventy years of study and research in the field of store 
and window illumination and the manufacture of reflectors 
for hundreds of stores in all parts of the country enables us 
today to offer you this complete, economical and flexible win- 
dow illuminating equ:pment. It is time tested and backed by 
an engineering service that is always at your disposal. Write 
us direct or consult your dealer. 


The Frink Corporation, 373 Lexington Ave., New York City. 


Branches in Principal Cities 


SILVERLITE 


An all metal reflector susceptible to MULTILITE 

adjustment for three different sized A continuous reflector using units built on the SPOT-O-FLOD 

lamps. This adjustment is made in- Silverlite principle, adaptable to lamps of 60 to A combination spot and flood-light permit- 
stantly because of the collapsible 200 watt lamps. Multilite reflectors.come in units ting of instant adjustment to any angle with- 
neck. No special holdersare required. of two to ten individual reflectors. They are out the use of tools. The beam is controlled 
The reflectors fit the standard 3% inch wired and ready. to install, eliminating- cost of from a spot of 24 inches to fl od of ten feet 
holders used everywhere. Color individual outlets. The unit construction gives at a distance of ten feet. Color frame and 
screens can be attached without extra far greatet flexibility of light and color control screens come with each unit and permit of 
clamps, hooks, ete. Described in our and results in.neater, more economical illumi- individual color spot or flood of entire 
circular No, 77. nation. Described in our circular No. 79-B, ‘window. Described in our circular No. 84. 


The FRINK Corporation 





SUGGESTIVE OF - 


MODERN===- 
FASHIONABLE 
MERCHANDISE 


A new design of modern, metal fixtures for 
display, created for and presented originally at 
Bedell’s modernized “Cathedral of Fashion” 
in New York. Exceptionally smart, modern 
and attractive, this new design, which is 
carried out in polished steel, combined with 
black glass and hammered brass, presents 
unusual opportunities for unit or ensemble 
display. 


The restrained simplicity of this design, the 
ever rich and effective combination of silver 
and black, and the relieving touch here and 
there of the hammered brass, combine to 
offer a truly modern and attractive design 
of metal fixtures for display. 


SEE THIS AND OTHER ATTRACTIVE MODERN DESIGNS AT 
THE |. A. D. M. CONVENTION BOOTH OR SHOWROOMS OF 


J. R. PALMENBERGE’S SONS. INC. 


FORMS, FIXTURES AND DISPLAY MANNEQUINS 
1412 BROADWAY AT 39TH STREET, NEW YORK 
234 S. Frankia Street 26 muse Street 


San Francisco 
49 Fourth Street 




















IN THIS ISSUE 


With this number, Dr. J. E. 
Simons begins a series of discus- 
sions of color and its characteristics. 
As a former member of the Univer- 
sity of California faculty and an 
instructor in the high schools of 
Los Angeles, he is eminently quali- 
fied for the task. In “Delving Into 
the Secrets of Color” he demon- 
strates that he not only understands 
his subject thoroughly, but has the 
happy faculty for discussing it in a 
manner easily comprehended by the 
layman. 

George E. Russell contributes an- 
other of his criticisms of foreign 
display in this number commenting 
upon the characteristics of London 
windows. His frank analysis of 
British trimming reveals many fea- 
tures of the islanders’ merchandis- 
ing perspectives that differ ma- 
terially from those of American 
retailers. 

N. W. Reynolds adds another 
chapter to his outline of the situa- 
tion facing installers of national 
advertising displays and brings out 
the vital contribution of their craft 
to the success of these window cam- 
paigns. 

Modernism as applied to crepe 
paper constitutes the theme of Paul 
R. Pearson in his latest considera- 
tion of “How to Trim With Crepe 
Paper,” and David B. Chambers 
presents a story from the life of a 
hustling decorator in “Safety First.” 

Mrs. H. Walser turns the spot- 
light upon merchandise promotion 
through shows and theatre tie-ups 

n “A Review of April Trade Pro- 
motions.” 


Imminence of the Annual Inter- 
national Association of Display 
Men’s convention calls for expres- 
sions regarding its features from 
committeemen in charge of the big 
gathering. “‘To Chicago’ Is I. A. 
D. M. Slogan” contains statements 
by W. L. Stensgaard, H. W. Oehler, 
Carl Haecker, Stewart Jester, Mrs. 
F. E. Whitelam and E. H. Leaker. 

Feature stories deal with display 
of mens’ wear for “Father’s Day,” 
New York and Chicago trims of the 
month, the F. & R. Lazarus Com- 
pany’s anniversary, system for the 
display department, clothing trims, 
shoes, hardware, foundation gar- 
ments, lingerie, hosiery, bathing 
garb and public utility appliances. 

Convention decoration, national 


advertising, store equipment, dis- 
play service and display club ac- 
tivity are covered in departmental 
reviews. 
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ATTEND 32nd ANNUAL ‘CONVENTION 
International Association of Display Men 


Chicago, Stevens Hotel, June 17 to 20 
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THE MODERN IDEA 





Displays in natural 
woods, brilliantly ap- 
pliqued or inlaid or 
augmented with carved 
glass—screens, fixtures 
and backgrounds—each 
an original adventure 
in the modern. 


IN NATURAL WOODS 


Masters of modern design have 
created a new series of display 
fixtures that for sheer beauty and 
power are unequaled. They may 
be used in a hundred interesting 
ways.... Made entirely in natural 
woods, they have a richness and 
distinction that lends interest to . 
any display theme... . When in 
New York be sure to see this really 


outstanding line in our showrooms. 


DECORATIVE PLANT CO., INC. 


230 FIFTH AVENUE, NEW YORK CITY 
Art Woodworking Department 





No display manager 
who keeps abreast of 
the times will want to 
miss this display at the 
Convention, Stevens 
Hotel, Chicago, Booths 
53-54 and 59-60 
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UT of the eRAIL “BAG 


COLLINSON & CUNNINGHAME, LTD. 
General Drapers & Home Furnishers. 
Palmerston, New Zealand. “3 
March 27, 1929 


THE DISPLAY PUBLISHING CO., 
1209 Sycamore Street, Cincinnati, Ohio. 


Dear Sirs: : i 
Please extend my apologies to Mr. A. Roeder for daring to 


criticise such a magnificent display as set out in the photo- 
graph of your issue of January, 1929, but I take for my authority 
the paragraph at the bottom of page 1, of the same issue, for 


so doing. s ; ‘ 
I do not wish to detract from the merit of such a fine dis- 


play, which must have gone a long way towards bringing under 
public notice such an epoch-making event in international his- 
tory as the Kellogg Pact, but when he set out to portray the 
share that Great Britain and her Dominions took, why did he 
confine himself to England and Scotland, when one cogno- 
men, “Great Britain,’ would have covered the whole empire? 

What would Mr. Roeder have to say, do you think, if I 
were to stage a similar display in New Zealand and mention 
only, say, Ohio and New Mexico? I can quite imagine his 
disgust, especially if he is a true American at heart. 

Yours faithfully, 
CLAUDE A. P. DIXON, Display Manager. 


R. DIXON’S criticism of -his American contem- 

porary’s unwitting mistake is quite in order. No 
upstanding American would want to see one of our 
states exalted above the others. Dixon feels similarly 
wounded because England has been given a higher 
rating than New Zealand. As a loyal subject of Great 
Britain he is glad to see proper credit given to the 
empire, but protests against singling out of the home- 
land for attention while the colonies are disregarded. 

Americans have been branded many times for their 
apparent indifference to the political and social de- 
velopments of Europe and her colonies. There is 
undoubtedly a very patent need for greater interest 
and appreciation of the changes taking place in world 
affairs. Particularly is this true of Great Britain. 

It is unfortunate that the average Amer-can still. 
conceives England and Scotland as Great Britain. 


The fact that the empire has developed into a federa-° 


tion of English speaking states in which Canada, 
Australia, New Zealand and South Africa stand on a 
parity with the mother countries is not yet clear. It 
is to be hoped that Mr. Dixon’s letter will make this 
fact quite obvious. 





THE PACIFIC COAST ASSOCIATION OF DISPLAY MEN. 
The Display Publishing Co., Cincinnati, O 

Dear Sir—Enclosed you will find money order to cover re- 
subscription to your DISPLAY WORLD magazine. 

Hereafter I hope that I will never be so delinquent in 
renewing my subscription, as I find that the news stands here 
are sold out again as usual, so I have had to borrow a copy of 
the March issue trom one of the boys. 

It has been a lesson to me,as there is nothing like having 
it come direct to you and know that you will get it as soon as 
it has been published. 

Hoping to receive the April issue real soon, I am, 

Very truly yours, 
VERNON C. TURNER, Secretary 


HIS little testimonial to the value which the secre- 

tary of the Pacific Coast Association places on 
DISPLAY WORLD not only emphasizes the stand- 
ing of the publication with the westerners, but brings 
out the significance of mail subscriptions. 

In common with many other trade magazines 
DISPLAY WORLD goes to news-dealers on a non- 
returnable basis. To protect themselves against pos- 
sible losses, the latter refrain from ordering more 
copies than they are sure that they can sell. The re- 
sult is that they are usually short. 

There is a distinct saving through annual sub- 
scription as well as a marked convenience. This fact 


is recognized by the majority of leading department 
stores. 





UNION PACIFIC SYSTEM 
Department of Traffic 
Omaha, Nebraska - 
April 24, 1929. 


DISPLAY WORLD, 1209 Sycamore St., Cincinnati, O. 
Gentlemen—At some time in my experience I have observed 
what I term an * automatic book”’ used in window display” the 
pages of which were about 12” by 15”, bearing illuminated copy 
and automatically turn every few seconds, giving the observer 
an opportunity to read the cojty and continue with the story. 
It appears that we may be in the market for this device, 
and would be pleased to have you furnish us the name and 
address of the manufacturer if you are in a position to do so. 
Yours truly, H. B. NORTHCOTT, 
Advertising Agent. 


HIS type of mechanical “book” can be secured 

from the Chester Mechanical Advertising Com- 
pany, 186 West Fourth Street, New York City. Their 
product ties in very well with the vogue for “book” 
window cards, and, of course, enables the user to 
show a succession of messages or views in rapid and 
interesting fashion. 

The device is particularly satisfactory for railway 
and transportation companies, real estate firms and 
other organizations finding it valuable to confront the 
passer with a series of pictures or window cards. 


THE ADAMS HARDWARE CoO. 
Bennington, Vermont 
The Display Publishing Co., New York City. 
Gentlemen—Wouid you kindly inform me as to where we 
can purchase floor covering or linoleum in squares and strips 
for covering the floors of our show windows. We have in mind 
something to imitate marble—squares for the body and strips 
for the border. 
We would be very thankful for this information. 
Yours, etc., 
THE ADAMS HARDWARE CO. 


EARLY all of the jobbers of display equipment 

stock floor blocks. These are usually made of 
composition board and are painted or lacquered to 
harmonize with the display setting. They are as nearly 
standards of the display house as sugar is to the 
grocery store. 





Karnes City, Texas, April 24, 1929. 
DISPLAY WORLD, Cincinnati, O 
Gentlemen—I would like to know if it is possible for you to 
send me an illustrated book of some kind that would help me 
in trimming my own show windows. 
I own a small dry goods and shoe store and cater to the 


cheaper trade. ; 
f there is aything you can do for me I would certainly 


appreciate it very much. 
Also, if you could recommend a device that I could use for 
making my own price tickets and signs, please do so. 
Thanking you very much for your prompt attention to my 
request, I am, Yours truly, 
B. H. BELL. 


HILE there are a number of handbooks on display 

which are sound as to theory and technique, there 
are none that can be offered to the average merchant 
or displayman as a guide to actual installation 
methods. They enable him to understand the funda- 
mentals of advertising through the window and the 
methods to be followed in developing productive crea- 
tions. But this does not go to the heart of th dealer’s 
problems. In addition to theory, he wants designs, 
schemes, settings, backgrounds, advice as to deco- 
ratives, and plans for accessories bearing upon light- 
ing and motion features. 

The best source of supply for this much sought 
information is the trade press. 
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CUBELITE 


will be shown at 


HA. DM, 
CONVENTION 


Stevens Hotel. Chicago 
June 17 to 20. Booth 57 


HE SPECIAL Cubelite showing 
at the I.A.D.M. Convention 


promises to be one of the high 
spots of the exhibition. 


Entirely new effects in the treatment 
of form, color, light and motion will 
be demonstrated. Striking modernist 
display ideas, made possible for the 
first time through the use of Cubelite, 
will be a distinct feature. 


Whether you are already using 
Cubelite or not, you owe it to your- 
self and your organization to see what 
can be-done through the use of this 
truly remarkable new unit. A visit 
to booth No. 57 will be decidedly 
worth your while! 





| Wewy 8 Beautifully illus- | | 

trated 24- page booklet showing || 
il] how Cubelite is now being used | 
! by nationally known organiza- 


AaAaaA Designed by H. C. Pettit of J. W. Robinson & Co., Los Angeles, Cal. A aa 


GENERAL APPLIANCE CORP. 
NEW YORK SAN FRANCISCO . ee 


tions of every typc. Write for || 


your copy today! 








55 West 42nd St. 170 Otis St. We are also manufacturers-of DIAMOND 

FLASHER BUTTONS, which can be used 

advantageously with Cubelite and many 

other display fixtures. Full details will 
be sent on request. 



















Important: Cubelite willalsobeshownatthe Controllers’ 
Congress at the Drake Hotel, Chicago, May 20 to 23. a 
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SPRING DISPLAYS 


 apehsee greens, orchids and similar soft colors dis.inguish the muititudes of displays with which win- 
dows the country over greeted advent of the springtide. Here’s a group of illustrations revealing 
interesting combinations as well as exquisite craftsmanship. Above at the left is seen the feature open- 
ing trim of L. L. Wilkins, Kerr Dry Goods Company, Oklahoma City, Okla. The color scheme called 
for a background of yellow satin, with appliqued plaques in three colors of felt. These included apple 
green and magenta. Opposite is a window by Myron Eberly, Coyle & Richardson, Charleston, W. Va. 
Here white and light green dresses were shown against felt panels of orange and black. Modern vases 
of giant lilies were backed by pane!s of apple green. At the left in the second tier is a display by Geo. 
W. Johnson, Palo Alto, Calif., and at the right a prize winning entry in the window night celebration 
at Raleigh, N. C., by Louis Sitner, Boylan-Pearce Company. Below at the left is a seasonal trim by Paul 
L. Wertz, Livingston’s, Bloomington, Ill., and at the right. a display by M. H. Luber, the Killian Co., 
Cedar Rapids, Iowa. 
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Timely Window Settitngs By H. H. Reigel 








Here is a setting for a 
vacation window that 
brings out the season's 
theme in sprightly style. 
The side panels are wall- 
board nailed to 1 by 2 
strips the height of the 
background. “After they 
are painted in neutral 
tones or covered with 
fabric, the bamboos are 
sketched and painted or 
appliqued - if. made of 
cloth. The -center : col- 
umns and archare also 
of wallboard-in separate 
pieces. The whole is 
placed three feet in front 
of the permanent back- 
“ground, providing room 


ut 


“for the shadow - box 
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This setting is designed 
for millinery and _ fea- 
tures a modernistic bench 
of lacquered wood. The- 
ground panels» are in 
three units of wallboard 
fastened to light wooden 
strips. These coverings 
may be in plastic paint 
or in fabric. The decora- 
tive columns and the de- 
signs may be built of 
wood strips covered with 
wallboard or with cloth 
in a shade of the color 
used for the back. 












































PIPE GEL. 29 


























May, 1929 





DISPLAY WORLD 7 


“O60 (PHICAGO” IS I. A. D. M. 


SLOGAN 


Plans Are Complete for the Thirty-second 

Annual I. A. D. M. Convention Which 

Opens at the Stevens Hotel on June 17. 

“Biggest and Best in Educational and 

Entertainment Features’ Is Declaration 
of Convention Chairmen 


WHAT PRESIDENT 
STENSGAARD SAYS: 


LANS to date indicate that the association will 

enjoy perhaps the greatest convention in its his- 
tory. Thirty-two thousand square feet of space have 
been sold to manufacturers of equipment for exhibits. 
The program will bring forth some of the country’s 
best talent in both demonstrators and speakers. Enter- 
tainment features will. be enjoyed and long remem- 
bered. | 

At this time I want to call to your attention a new 
feature which is being inaugurated at this convention. 
These are the “Educational Exhibits” under the direc- 
tion of the chairman of the committee, D. W. Rogers, 
223 W. Jackson Boulevard, Chicago. These exhibits 
will certain be startling from the point of historical 
display record. 

At the present time Mr. Rogers is busy contacting 
various manufacturers and displaymen throughout the 
entire country and assembling illustrations, display 
material and fixtures which are from ten to twenty- 
five or more years old. The exhibit will include, for 
instance, the first wooden coat hanger, the first bust 
form, one of the first wax figures, photographs of 
displays from all parts of the country twenty-five or 
more years ago, and also metal and wood fixtures. 
These will be shown in comparison with standards of 
today. 

An exhibit will also be made in the form of an 
“Honor Roll” on which photographs of display execu- 
tives who have been in the profession twenty-five 
years or more will be given space. These men must at 
the present time be members of the I. A. D. M. 

Prizes will be awarded for the most interesting 
old pieces of equipment or displays entered in this ex- 
hibit. This is just another feature that is being in- 
augurated at this convention. 

Noonday departmental meetings will-be a regular 
event. Three playlets are to be given which will 


dramatize very forcefully various issues which have 
definite relation to advertising, display or merchan- 
dising. 





“A BUNKLESS PROGRAM”— 
CHAIRMAN H. W. OEHLER 


HILE the program)committee for the I. A. D. M. 

convention has made material progress we have 

not made other than tentative arrangements for pro- 
gram features. 

You will probably be interested in knowing that the 
committee has agreed to certain broad governing poli- 
cies which we believe will give us an educational pro- 
gram unsurpassed by any previous meeting of this kind, 
either in or out of the profession. 

Demonstrations will be eliminated from the speakers’ 
platform except in possible rare instances where the 
mechanics of a particular feature warrant such an 
exhibition. 

The convention hall will be flanked with ten model 
show windows, which will be trimmed daily witia 
nationally advertised products in a competitive contest 
in which display experts from every section of the 
country will participate. In addition to the advantages 
offered by such a compettition, each displayman taking 
part will be allowed a small cash appropriation with 
which to embellish his display. Dealers’ display helps 
will be used whenever possible, thus showing national 
advertisers as well as displaymen which dealer helps 
are most practical. It is our opinion that the ideas 
contained in these displays of nationally advertised 
products will be particularly beneficial to the national 
advertiser from a merchandising and display idea 
standpoint. 

Unusual care will be taken this year in the selection 
of speakers. We plan to have more talks on display 
budgeting, display department administration and sales 
promotion, and fewer honeyed talks that merely make 
for an engrossed temperamental attitude. In other 
words, we hope to send displaymen from this conven- 
tion as bigger and better executives, with definite ma- 
terial, which, if applied, will create bigger and better 
jobs for themselves. 


AND CONVENTION AIDE 
CARL HAECKER OPINES: 


HE convention program is taking form very rapidly. 

I believe that the convention, from an educational 

and inspirational standpoint, will be one of the best, if 
not the best, that the association has ever enjoyed. 


-Speakers of national reputation will appear on the pro- 


gram, and each speaker will give something specific 
and concrete, so that those in attendance may really 
gain some knowledge that will prove beneficial to them 
with their work. The convention will tend to train 
displaymen for better executive positions, and will cer- 
tainly have a tendency to help gain favorable recogni- 
tion of the profession in general. 
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A Trio of Convention Chiefs—Left, Allen Kagey, convention director; center, Clement Kieffer, who will respond to Mayor 
Thompson’s welcome and will address the gathering Wednesday; right, Carl Haecker, assistant convention director, and a feature 


Departmental meetings will be very educational, and 
the exhibits by the manufacturers will be the largest 
ever shown. Splendid entertainment is being arranged, 
and every minute of time of the convention will be 
crammed full of education and entertainment. Those 
who can attend the convention this year may rest 
assured that they will gain some real practical know- 
ledge, and at the same time will be enabled to see the 
exhibits of ,the leading manufacturers all under one 
roof. 

As stated before, everything now looks like the con- 
vention will be one long to be remembered by the dis- 
play profession. 


STEWART JESTER TELLS HOW 
TO MAKE HOTEL RESERVATIONS 


SELECTION of the convention site is the Stevens 

Hotel, and naturally it is our desire to have all of 
our members stay there. They have facilities for any 
number that we bring to the convention and they have 
promised us ideal location and preference over all 
other reservations at the dates our convention is to 


be held. 
We are arranging with the hotel to have them send 


Planners of the 
convention as 
assembled at 


of the Monday program. 














out a postal card, with printing on the back that 
gives the various room rates. Members can fill in and 
return these to the hotel direct in very little time 
lessening the burden on the committee and making it 
much easier for the hotel because they have direct 
contact with the members making the reservations. 


LADIES’ AUXILIARY READY, 
SAYS MRS. F. E. WHITELAM 


THE officers of the Ladies’ Auxiliary of the I. A. 
D. M. extend a very special invitation to you to 


bring your ladies to the 1929 convention in Chicago, 
June 17-20. 


lf the ladies have never attended one of our con- 
ventions, let us assure you they will greatly enjoy the 
program of entertainment being planned by Mrs. Jack 
Richter, of Chicago. Through the generosity and co- 
operation of the I. A. D. M. we have arranged for 
theatre parties and luncheon with ample time allowed 
for attending sessions of the convention and the many 
interesting exhibits. We-shall be so glad to meet the 
old and new friends of our auxiliary and trust you 
will do your bit to boost our membership. 





In the back 
row are: 
Dan Hines, 





a recent 
dinner conference. 
In the front 
row are: 
Allen Kagey, 
Harold Gale, 
W. L. Stensgaard, 
H. C. Oehler and 
K. W. Campbell. 






























J. H. Richter, 
Oscar Lee, 
Carl Haecker 
and Secretary 
James W. Foley. 
The conference 
launched 
convention 
activity 
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CHUN and SFROLIC 


E. H. Leaker, Entertainment Director, 
Declares It'll Be So Refreshing You'll 
Think Yowre on Vacation 


ZEEP your head, boys; be your age! If you are 

not careful you’ll forget you're attending a con- 
yvention—you'll think it is a vacation; but we must 
tell you a little about the dessert of the display feast. 

The first recess play period will be Monday even- 
ing. It is one of those “Men Only” meetings—a 
show—a real show-——burlesque that is burlesque with 
all the trimmings—and that is where you want to re- 
member your age. 

Tuesday evening will be Manufacturers’ Night. 
All the makers of display equipment have a surprise 
in store—it will be an entertainment that will contain 
fun for all. 

Wednesday evening is “whoopee” night under the 
direction of Joe Lewis as chief whoopee mixer. Now, 
if you don’t know who Joe Lewis is—or don’t get a 
kick out of this notch on the stick—it is a lot like a 
fellow who wouldn't know of Babe Ruth in tennis. 
This event will be a night club siesta, about two high- 
powered night clubs in one—at the main ballroom of 
the Stevens Hotel—built around Sol Wagner and his 
recording orchestra—a big stage show review—a 
pompous dinner with dancing or what have you—all 
directed, intermixed, and organized at one time by the 
Vitaphone Night Clubber, Joe Lewis. 

And as to the women of the convention—well, we 
never forget the women. The Ladies’ Auxiliary pre- 
gram, in charge of Mrs. Jack Richter, has a real enter- 
taining program in store for the ladies, as everyone 
knows that the job is in the hands of a real hostess 
that has been proven by her past record for other 
conventions. This will assure a fine treat. 


.FERE’S THE PROGRAM... 


Sunday, June 16 

10 a.m. to 4 p.m.—Registration. 

Monday, June 17—Forenoon 

10:00 a. m.—Band concert; call to order by President Stens- 
gaard; singing of “America” and “God Save the King” 
by entire assembly. 

10:45 a.m.—Invocation by Rev. Chas. Goss, Euclid Avenue 
M. E. Church, Oak Park, III. 

11:00 a. m—Address of welcome by Mayor Wm. Hale Thomp- 
son. 

11:20 a.m.—Response by Clement Kieffer. 

11 :30a.m—Report of I. A. D. M. Activities in 1928 by 
Executive Secretary, J. W. Foley. 

11:40 a.m.—Appointment of committees; announcements. 

12:00—Adjournment for lunch. 

Monday, June 17—Afternoon 

2:00 p.m.—Pullman Porters’ Quartette. 

2:10 p. m—‘Fourteen Points for a Display Man,” by Carl V. 
Haecker, Montgomery Ward Retail Stores. 

2:30 p. m.—“Making a Newspaper of Your Store,” by R. J. 
Thain, Advertising Manager, Carson, Pirie, Scott & Com- 
pany, wholesale, Chicago. 

3:00 p.m.—“Seiling Public Utilities Through Display,” by 
George Westerman, Consumers’ Power Company, Jackson, 
Michigan. 
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W. L. STENSGAARD 


President of the I. A. D. M. Under Whose Direction the 
Convention Committees Organized 


3:30 p. m.—“The Efficient Administration of Display Activi- 
ties in the Large Store,” by a display manager of national 
repute. 

4:00 p. m—‘“The Boss Hires a Display Man,” by V. C. Segar, 
Personnel Director, Montgomery Ward & Company. 

4:30 p. m.— “Coordinating the Sales Plan,” by W. Z. Tucker, 
Sales Manager, Wieboldt Stores, Chicago. 

5 :00 p. m—Announcements ; adjournment. 

8 :00 p. m—Burlesque Show. 

' Tuesday—Forenoon 

9:50 a m.—Pullman Porters’ Quartette. 

10:00 a. m.—“A Bureau of Standards for Display’—“The Mer- 
chant’s Viewpoint,’by a well-known State Street mer- 
chant; “The Publicity Man’s Viewpoint,” by C. L. Gib- 
son, V. P. Standard Publishing Company; “The Artist’s 
Viewpoint,” by Edward Philo Kellogg, head of the Depart- 
ment of Interior Decorative Arts at the Academy of Fine 
Arts, Chicago. 

11 :30 a. m—Open Forum. 

11:50 a.m.—Pullman Porters’ Quartette. 

12 :00—Announcements and adjournment for lunch. 

Tuesday—A fternoon 

:00 p. m—Pullman Porters’ Quartette. 

:10 p. m—‘“Merchandise Presentation at the Point of Sale,” 

by W. L. Stensgaard, President, I. A. D. M., dramatized by 

a playlet in three scenes, which shows the customer re- 

action to effective and ineffective display (as presented at 

the Chicago Advertising Council). 

3:30 p.m.—Announcements and adjournment; inspection of 
manufacturers’ exhibits. 

8:00 p.m.—Visit Hai-Jai Games and Dancing at Rainbow 
Gardens. 


do do 


Wednesday—Forenoon 
9:50 a.m.—The Red Arrows’ Quartette. 
10:00 a.m.—“Is the National Advertiser Display Conscious ?” 
by Joseph Kraus, Advertising Manager, A. Stein & Co. 
10 :30 a.m.—“Display Budgeting,” by an authority on finance 
and administration. 
11 :00 a. m.—“Attraction”—an instructive playlet presented by 
the Kansas City Display Men’s Club. 
11 :30 a. m—Open. 
11:50 a.m—The Red Arrows’ Quartette. 
12 :00—Announcements and adjournment for lunch, 
11 :00 a. m.—“Organizing a Chain Store Display Division 
(open). 
11:50 a.m.—Red Arrows’ Quartette. 
12 :00—Announcements and adjournment 
(Continued on page 20) 
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CHather’s “Day is June 16t 





“Wish I Had a 
Dad,” Everett 
Quintrell’s 
striking 
setting 
for the last 
Father’s Day 
window 
contest, 


ATHER’S DAY,” always the third Sunday 

in June, will be celebrated this year on 

June 16, and the Associated Men’s Neck- 

wear Industries, which sponsored the holi- 

day originally and continues as the principal force in 

its promotion, has its plans well under way to again 

dominate public attention in the weeks leading up to 
the celebration. 

Two hundred thousand window cards in orange and 
black, bearing the inscription, ““Father’s Day, June 16— 
Give Dad a Tie,” have been struck and are being dis- 
tributed. Almost as many streamers, with the same 
lettering, are also ready. A million and a half of labels 
to be used on packages sent out by supporting merchants 
are also in readiness. A million stamps for use on out- 
going mail have been prepared for dealer use. 

Neckwear Times,” an eight-page newspaper filled 
with ideas for newspaper copy, editorials, cartoons and 
news releases will reach a circulation of 75,000 copies. 

As has been the case in previous years, a display 
contest will be conducted in conjunction with the cam- 
paign, the prizes totaling $1,000. This will be divided 





“Sorrel and Son,” noted film play 
from the book of the same name, 
was at the height of popularity a 
year ago. Matt Kirchner, S. H. 
George Company, Knoxville, used 
one of its scenes as the attraction 
device of his window. 





This clever 
human interest 
scheme discloses 
how well the 
Elder-Johnston 
Company, 
Dayton, Ohio, 
capitalizes 
special events. 


into a multitude of awards and grouped in classes, en- 
abling all classes of men’s wear stores to participate 
upon equal terms. 

Few occasions give the men’s wear trimmer better 
opportunity for inventiveness and uniqueness of ex- 
pression. If he has the leeway for preparation of 
unusual windows the day gives him his chance for 
venting of his passion for novelty. The sentimental 
character of this theme paves the way to play upon 
the affections of his public, prepares them for the 
“heart throb” setting that peculiarly satisfies the re- 
quirements of the occasion, and enables him to invest 
his production with gripping human interest. 

An orphan street gamin peering into a window on 
the evening of Father’s Day, where a sturdy mascu- 
line figure gazes admiringly upon a new tie—a scene 
from a celebrated movie—a glorification of a famed 
public man—all these are fitting interpretations of the 
“Father’s Day” theme. 

Everett Quintrell, of Elder’s, Dayton, Ohio, seized 
upon the first idea last year when he fashioned a win- 
dow within the window. This alcoved affair with its 
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The outstanding favor of American 
film fans for Theodore Roberts, 
gifted portrayer of father roles and 
their interest in his afflictions made 
him a valuable symbol of the ideal 
parent in A. O. Hewitt’s window 
for Selling, Portland, Ore. 


angling expanse of many paned casements was lighted 
from within, disclosing a male mannequin inspecting 
a new tie, obviously the gift of the feminine figure be- 
hind him. In the foreground, as though looking in 
from the sidewalk of a residential section, stood a 
“newsboy,” his paper sack over his shoulders. His 
cap was much the worse for the wear, his coat torn, 
and his ragged knickerbockers were sadly out of re- 
pair. One leg of the much-patched garment fell far 
below the knee just a short distance above a disrepu- 
table stocking, long since loosed from its moorings. 
“Gee!” read an explanatory window card, “Wish I 
Had a Dad; Bet I’d Buy Him a Dozen Ties.” 


x Ok Ox . 

When A. O. Hewitt, president of the Pacific Coast 
Display Men’s Association, and display manager for 
Ben Selling, Portland, Ore., cast about for an attrac- 
tion device, he hit upon presentation of Theodore 
Roberts. The genial movie star, who had won fame 
through his interpretations of “father” rdles, at the 
time was making a vaudeville tour, appearing before 
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his audiences in the wheel chair to which a wasting 
disease confined him. It was because of the genuine 
sympathy which the movie audiences poured out upon 
their stricken favorite and their affection for him be- 
cause of his enactment of “father” parts that he was 
so aptly satisfactory for the sentimental tieup with 
“Father’s Day.” 

Hewitt’s development of his material was com- 
manding but far from intricate. A neat, light trim 
of cut silk cravats in two units was its all. Back of 
one grouping stood a tall panel in black bearing a 
likeness of Roberts; back of the other on a standard 
not quite so tall was the significant card, “Father’s 
Day, June 17.” The contest judges liked that com- 
position so well that they gave its designer fourth 
prize in his class. 

Matt Kirchner, long known throughout the south 
for his extremely interesting windows, caught up an- 
other subject of momentary interest and linked it with 
his display for the George Company, Knoxville, Tenn 

(Continued on page 74) 






A straight merchandise trim en- 
livened by a colorful set piece and 
contrasting hangings marked the 
composition of Elmer Peterson for 
Browning & Peterson, Kewanee, 
Ill., a year ago. 
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Glimpses of the Galaxy of Windows Which Appeared 

During Marshall Field’s Spring Opening; Though Marked 

by Egyptian Influence, They Were Ultra-Modern in 
Treatment and Color 


AY is the month in which the June bride is given a 

great deal of consideration in the windows. As 

early as the last week in April suggestions for 

wedding gifts appeared in some of the jewelry 
stores, shoe stores and others. The department stores de- 
voted several windows to the bride during the first and 
second weeks in May. 

Chas. A. Stevens have their bridal display in their large 
island window as this is written. The setting is simple, but 
quite effective and the gowns are beautiful. The bride is 
posed near the center of the window in a white satin gown, 
tulle lace veil and orange blossoms. Three bridesmaids are 
posed in a group at one end, while the other end of the win- 
dow is left almost empty, there being nothing there but a 
chair over which a satin evening wrap has been draped and 
a vase of calla lilies placed on a pedestal. A long strip of 
purple carpet runs from one corner at the rear diagonally 
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across to the front corner at the other end of the window—a 
distance of about sixty or seventy feet. The three bridesmaids 
are dressed in lavender lace and rose pink costumes—one in 
lavender and the other two alike in pink. Other windows 
feature bridal lingerie and boudoir robe and slippers. Several 
sections are also devoted to gift suggestions from Stevens 
Gift Shop. 

I. Miller & Company have their two State Street windows 
very attractively arranged with a bride’s display in each. 
Both windows have a modernistic background of black, silver 
and green. In the center of each there is a panel frame for 
a pictorial suggestion. In the bride’s window a modern bride 
is pictured. Right in front and on two or three little tier 
steps covered with silver and draped with tulle are three pairs 
of white satin slippers one pair of which has orange blossoms 
fastened to the ornamental buckles. At the front and rear, 
or at each side of the center, there are four pairs of slippers 
to each of_the two units. These are intended as suggestions 
for the bride’s attendants..and are in the following colors— 
lavender, silver, pale green, pale blue, gold, orchid, yellow 
and champagne. Alongside of each pair there is a special 
corsage bouquet of flowers suitable in color to the shoes. The 
floor is covered entirely with green and four potted ferns are 
placed: against the background at each end of the window, 
providing a realistic and appropriate setting for such a dis- 
play. Asparagus fern is also woven into the display here and 
there in just the right place and manner. Around the edge 
of the floor and near the glass, orange blossoms and lilies 
of the valley are used to form a border edge to the floor 
covering. The window card, which is done on glass in let- 
ters of green and yellow, and which is further enhanced by 
a little slot through which a bit of tulle and orange blossoms 
has been drawn, reads: “The Modern Bride and Her At- 
tendants Are Faultlessly Shod by I. Miller.” 

The other window suggests shoes for every occasion in- 
cident to the honeymoon. Several color ensembles are fea- 
tured, each with a bag to match the leather and style of the 
shoe. In the space for the picture there is a modernistic 
line drawing suggesting honeymoon transportation as well as 
prominent places where one is likely to go. The plane, steam- 
ship, motor and train are represented in the conglomerate 
picture and so is the Eiffel Tower, Statue of Liberty, the 
New York skyline and the Arches of Rome. 

On the floor and near the front of this window there is a 
shoe trunk opened and partly disheveled, showing a general 
assortment of different styles and colors of shoes for different 
purposes and hosiery to harmonize. 

The I. Miller windows are always worth looking at. They 
seem to show that considerable thought has been given to 
the idea back of each special display and that ample time and 
expense has been given to the mechanical details which go to 
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The Innovation in Window Arrangement Which Has Been Introduced Into Rothschild Windows—While Permitting 
Better Presentation of Small Wares, They Compel a Straight Line Arrangement 


make the finished trim. And the displays really present the 
smart shoes carried by this firm so that the shoes are shown 
at their best. A worthy window accomplishment not usually 
achieved by the average shoe store. 

Speaking of shoe windows, we might mention that Carl 
Schlect, display manager at Bedell’s, has an especially attrac- 
tive shoe display in one of their island windows—the type of 
window that is so difficult to handle because of the open view 
from every side. This is an octagon-shaped window and the 
good arrangement of the display is due to the use of mod- 
ernistic cubes which have been arranged in three groups 
allowing for perfect view from all sides. The fact that shoes 
show equally well from any angle or viewpoint of course 
helps, too. On the tallest cube in the center group, a large 
vase filled with colorful spring flowers adds considerably to 
to the finished effect of the trim. Shoes in different color 
groups, each with hose to harmonize, were shown, and each 
pair was priced. The window card read: “Smart Footwear 
for Spring.” The other Bedell windows were devoted to an- 
other of Bedell’s super-superlative sales titled: “7 Greater 
Bedell Days!” Shield banners were suspended from the front 
window valancesat regular intervals to publicize the event 
from across the street. 

Mr. Schlect has recently added some new panels to the 
backgrounds and these are very attractive examples of 
modernistic panel screen decorations. They consist of a center 
panel covered with light green silk over which strips of 
copper have been cut and arranged in clever design. The 
center panel is flanked by two side panels of painted wood in 
irregular and angular tops. In front of the panel is a huge 
green urn filled witht lavender-dilac blossoms and dark green 
foliage. Two green side lights on ornamental supports add 
the finishing touch to the setting. These are placed at in- 
tervals along the backgrounds in the recessed panels. The 
floors are all covered with taupe felt mats. 

One of the displays that is attracting lots of attention on 
the street and which has created comment among people who 
know nothing about display but who never buy without 
window shopping is that of the boys’ clothing display with 
the Lenci figures (with yarn hair) and a special patchwork 
poster background at Carson, Pirie, Scott & Company. The 
background is done on a yellow mesh fabric, to which has 
been applied yarn and felt to picturize a rather realistic-look- 
ing apple tree in bloom. The trunk and limbs of the tree 
are made of brown yarn, the blossoms of pink and white 
yarn. The leaves are cut from green felt and sewed or 


glued on. A border fringe of green felt in irregular line and 
with an occasional cut-out of a flower completes the detail. 
The floor is covered with green felt mats, cut in such a 
manner as to allow for a miniature boulevard or driveway. 
Six figures, representative of different short pants ages, are 
shown, four of them on skates, one in a toy sports roadster, 
and one representing a traffic cop. 

Another outstanding window is given to women’s fancy 
handkerchiefs. It’s one of the cleanest looking and most 
attractive displays of its kind the writer recalls having seen 
for many a day. The floor, end walls and part of the back- 
ground are covered with black carpet and velvet curtains, 
and a five-wing screen panel in green and gold sets off the 
center of the background. Smaller wing panels and plain 
oblong boards covered with black velvet, with three octagon- 
shaped plateau bases constitute the fixtures. Mr. Campbell, 
former chief assistant to Mr. Tannehill, is certainly carrying 
on in a splendid manner. The Carson windows are quite up 
to the old standard, and then some. 

The surprise window of the month was at one of the 
Kresge Five-and-Ten stores on upper State Street which was 
given over to a special display advertising their soda fountain 
and their “Fountain Luncheons.” There was a replica of a 
central section of the soda fountain and counter. The floor, 
too, was reproduced. On the counter were several different 
kinds of “fountain specials” with small tickets telling what 
each contained and the price. Pineapples, bananas, apples, 
oranges and fountain drinks were displayed in good arrange- 
ment here and there. A sign on the wall above the fountain 
carried this message: “Lunch at Kresge’s Every Day.” The 
sign was done in white letters on a lavender board. The 
special background of the window was green with a black 
border. This is written from memory five days after having 
observed this unusual display. It’s the first “idea” window 
trim that I recall ever having seen in any five-and-ten store 
and the only one that ever gave me a lasting impression 
except perhaps one that I saw some months ago that was 
filled with tools. Usually these windows are filled with so 
many things that one never gets a definite impression from 
them, except perhaps that the type of windows links them 
with five-and-ten stores. The red front and the gold signs 
do that, too. 

Coming just after the Woolworth Company’s multiple page 
color spreads in several big magazines we may look for a 
change in the policy of window displays that has been ad- 
hered to so closely. 











Top, W. L. Cardon, McCutcheon’s, Uses Black and 
Silver Cleverly in a Toilet Trim; Base, a Compact 
Hose Window by Edward Arkow, Arnold-Constable’s 


N advertising and manufacturing circles, as well 
as in retailer discussions, a frantic furore is being 
created over the importance of style and its comi- 
nant influence in merchandising. Once fashion was 

thought of only in association with women’s apparel and then 
only with dresses, coats and hats. Hosiery, footwear and 
underthings were classed as staples. Today everything comes 
under the dictates of fashion, including all items of men’s 
and women’s apparel, as well as furniture, draperies and floor 
coverings, books, cars, luggage, fountain pens, refrigerators, 
bathtubs, kitchen cabinets, silverware, sheets and pillow cases 
and suburban architecture. The influence of fashion is shap- 
ing the character of-consumer demand. 

Of foremost importance in this trend is the fact that, 
whereas the manufacturers formerly decreed what fashion 
would be—whether skirts would be long or short or hair 
bobbed—it is now the consumer that holds the upper hand. 
Consumers demand this and that. They are style-conscious 
and style-creative. As a result, every merchant is trying to 
adjust himself and his store to what he hears of as “consumer 
demand for style merchandise.” Manu‘acturers take their 
cue from the consumer, rather than originate their own 
designs. 

Along these lines, G. Lynn Sumner in an article, “The 
Battle Cry of Fashion,” which appeared in a recent issue of 
Advertising and Selling, brings out several interesting points. 
First, that the measure of fashion depends upon the extent 


DISPLAY WORLD 


WITH 


NEW, YORK’S 


. By Coleman 












What Can Be Done With White Goods—Towers and Battlements of 
Turkish Towels as Presented in a Recent Gimbel Window 


of its acceptance by the consumer, not upon the hopes of its 
creator. “A new style of hats may be created by the ablest 
designer, but if it is not accepted by well-dressed men it will 
never become the fashion.” 

Second, a fashion cannot be promoted with success solely 
through advertising and publicity. 

As Sumner says, “You can ride with a growing fashion 
and through advertising capitalize it to your profit. But if 
you try to establish through advertising a product that does 
not have fashion’s favor, you can just as easily ride to heavy 
losses.” 

ier ie cake 


HILE much of this is obvious, it is well for the display- 

man to be thoroughly aware of it and keep it con- 
tinually in his mind—for he is a powerful factor in estab- 
lishing and merchandising fashions. His success and the suc- 
cess of his store depends upon. the effectiveness with which 
he does this. Prospects can read about new fashions and see 
them illustrated in newspapers and magazines, but thousands 
of them will never really visualize and identify them with 
themselves until they actually see them displayed on manni- 
kins and in appropriate settings in windows. 

Thus the displayman can give impetus to a growing fashion 
and capitalize that impetus into immediate sales. His art is 
a technique of contact. Also he can take fashions that have 
not yet been accepted, and, by displaying them on smart set- 
tings, give them a certain stamp of approval, a certain pres- 
tige. This is especially true of prosaic items such as blankets, 
utensils, hardware, table linen, etc. By surrounding them 
with an aura of luxury and sophistication he accents their 
style note. Prospects seeing them are convinced by inference 
that they are desirable and of the moment. 

Probably the most interesting development in connection 
with the increasing importance of style is the ensemble idea. 
It can be successfully applied to men’s and women’s apparel, 
as well as to any room in the house—from the basement, 
kitchen and laundry to the dining room, living room, bedroom 
and bathroom. Everything must match or harmonize. If a 
customer buys blue kitchen utensils she soon wants suitable 
linoleum, curtains and woodwork to complete the picture. 
This is a rich field for displaymen to produce results. And 
it is results that elevate their profession and salaries to 
higher levels. 
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DISPLAYMEN 


McCampbell 


Is Featured Before a Resort Setting 


| Yesatinigesoe factor that has a bearing on display is the 

growth of the chain store organizations, as well as of the 
traveling displays furnished by manufacturers to their regu- 
lar retail outlets. This means new competition for local dis- 
playmen throughout the country for many of these displays 
are created by experts in New York and with the New York 
flavor. This should be viewed, however, as healthy com- 
petition, for it should serve as a stimulus to local talent to 
improve their own output. In New York on Fifth Avenue a 
number of the best displays are created by manufacturers for 
the purpose of later sending the original or duplicates on 
tour for use by retailers. Take Richard Hudnut, Charles of 
the Ritz and the Marinello Company as examples. They have 
excellent New York windows. Retailers are furnished with 
the same setups. In preparing their retailer displays, the 
Marinello Company keeps these things in mind: First, that 
they shall be so planned that they can be used in any size 
shop; second, that they must be so constructed that the aver- 
age shop owner can make them into effective windows; third, 
that, as Marinello products are beauty preparations, the style 
note must he emphasized. In the window cards, the screen 
backgrounds, the modernistic shelving, etc., the hackneyed 
must be avoided. Also a booklet accompanies these displays. 

It contains a picture of the way the window should be ar- 
ranged and gives minute instructions. Many department 
stores receive these displays even in New York; some depart- 
ment stores use them because of their unusual, unfactory-like 
appearance. Local displaymen in small towns can study dis- 
plays of this nature with profit. 

Ovington’s of late have evidenced quite a flair for human 
interest windows and two of them attracted more than aver- 
age share of attention. , One, a corner window, showed a 
realistic summer setting with foliage, garden furniture, tables 
set for tea and cool drinks, and this was centered around the 
door of a colonial house with brass knocker. On the steps 
sat a small dog wagging his tail, while another small dog 
was standing on his hind legs with his front paws against 
the door, begging for admission. Needless to say the side- 
walk was jammed with spectators. In another window, a 
huge airplane engine and propeller was placed on a large 
hlovk, The floor and trimmings were of black grass, while 
in front, on a low wrought iron table with black glass top, 
were china, crystal and silverware designed by Ovington’s 
‘or the Colonial Airway Transport Line between Boston and 
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The Latest of the Scovil Figure Trims at Russek’s—Sports Wear 
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High in the Background. of the Junior Wear 
Showing at Saks’ Fifth Avenue Is a Slate With 
a Childish Scrawl; Base, Bag Trim at Gorham’s 


New York. Seven tinted pictures of airplanes in flight sur- 
rounded the engine and a miniature airplane was suspended 


above. 
*k * x 


AKS’ FIFTH AVENUE have installed new backgrounds 

for their children’s windows. These are of light wood, 
divided into large rectangles with metal strips and with a 
panel mirror running the entire length, vertically, set flush 
with the wall surface. They make a very simple, chic and 
distinctive setting. In one window a slate was placed in the 
center of wall with “things for children, second floor,” written 
in a childish scrawl with chalk. A three-tier platform with 
steps on one side formed the main unit for display of toys 
and children’s apparel. 

Several times I have referred to the apt use Gimbel’s make 
of their side windows for the display of household merchan- 
dise. In an accompanying illustration you will see a fine 
example of how Turkish towels have been displayed in design 
effect. They have been arranged to represent doll houses and 
a quaint doll standing on a towel in front gives just the right 
touch. Towers and squares of illuminated glass have also 
been utilized to advantage. 

Cora Scovill’s patch mannikins still lend dramatic interest 
to Russek’s windows. A recent window showed a club 
veranda with striped awning and flowers to give garden at- 
mosphere, and a number of these mannikins in natural poses, 
either sitting on benches or standing. 
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7A « 8 
nniversary ; 
By A. A. MATZER 
Display Manager, 
The Lazarus Co., 
J Columbus, Ohio 
Numerals Thirty-two Feet High Were Placed on Four 
HIS year the I.azarus Company adopted a Fronts With Heavy Festooning on Each Side lel 
new policy as to the arrangement of anni- 40 
versary sale merchandise. In former years, color and material as the panels. The flooring gen- a 
it has been the idea to crowd the windows erally was of matching color, but for.a number of win- of 
dows we used black flooring il 
to set off the display. fol 
The only way of telling we pr 
were having an anniversary 
sale was by the window card, 
: ¥ ‘ set 
which was decorated with a us 
Nile green ribbon and an em- ia 
rae ae m 
Swan Vases Containing Concealed 
Light and Floral Spreads Were : 
Used in the Ledge Trims Or 
: fo 
blem of “78.” The balance of pa 
the anniversary message was or 
enunciated by the cards, the 
same tie-up being maintained fri 
by cards used throughout the bu 
store. The displays themselves pr 
were brightened by a shipment us 
for this sale event, but for the seventy-eighth anni- of new figures just received from the east. In the of 
versary utmost care was taken in selecting the mer- island window, which is glass all the way around, ici 
chandise and placing it in the windows, using a very we used a modernistic column, also a rear valance of lie 
high type, up-to-date technique, such as usually dis- same coloring and design to make a complete tie-up. pi 
tinguishes an opening. Our ba 
backgrounds were in_ silver 
gray, relieved by a generous 
amount of tan. This color 
scheme was selected because it 
would harmonize with any 
color of merchandise — that 
would be placed in front of it. 
In each window the center 
panel was painted in various 
pastel colors, in a modernistic 
manner, and framed with pas- hi 
tel colored moulding, in har- i 
monizing effect. Curtains on 
each side were in the same 
oe ( 








A View of the Big Store During 
the Anniversary Celebration 
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Backgrounds 
showing views 
of Columbus 
landmarks were 
features 
of the 
second week 


The interior of the store was given a gala touch by 
ledge decorations taking the forms of swans, with 
400-watt bulbs concealed in their bases. These swan 
vases were filled with flowers, bouquets with a spread 
of eight feet, into which we wove lilacs, wistarias, 
sweet peas, tulips in various shades of orchid, and 
foliage. The swan fixtures were decorated in light 
green, orchid, and gold. 

The exterior of the store was decorated with four 
sets of the numerals “78,” thirty-two feet high, with 
heavy festooning on each side. These were illumi- 
nated with heavy spotlights, which were placed on the 
marquise. 

The sale started on March 1 and closed March 21. 
On the concluding day we entertained about 800 old 
folks of this city and vicinity as a tribute to the 
patrons who helped build up the present Lazarus 
organizations. 

Ten days before the sale we requested patrons and 
friends of the store to lend us old pictures of Colum- 
bus scenes and as soon as we received them we made 
prints from them and had some of them enlarged for 
use in one of our large windows. The center plaque 
of this window showed Columbus landing on Amer- 
ican shores. In front of this were two plaster re- 
liefs, one representing the wagon trains of Columbus 
pioneers; the other, settlers of early Columbus: in 
battle with the Indian tribes of the region. 

The second week the background showed the 


Another of the 
historical plaques 
seen during the 
second week—This 
was a view of 
a present 
Columbus scene. 
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This men’s 
wear trim 
reveals a 
panel showing 
how Lazarus 
expansion was 
dramatized 


American Insurance Union tower, the Ohio State 
House, as well as visualization of other buildings, 
typifying the structures of the future Columbus. At 
the bottom of this panel, on each side, were symbols of 
modern transportation, including a Twentieth Century 
train and an airplane. The colors used in this were 
silver and gray. After this display was withdrawn at 
the conclusion of the second week, we introduced the 
final historial unit, a plaque showing pictures of 
all Columbus mayors from the foundation of the city 
up to the present. 

In addition to the picture window, we had a space 
on the fifth floor by the main dining room, showing 
old Columbus pictures. Copies of these with the 
names and addresses of the lenders were collected in 
a handsomely bound book and presented to the city 
of Columbus. 

Our University Store, which is located opposite the 
Ohio State University grounds, also participated in 
the anniversary celebration. The backgrounds of its 
two windows consisted of two large scenes contrast- 
ing the progress, step by step, of the Lazarus or- 
ganization and the development and expansion of 
the university. 

For this year’s Easter toy event we built a “bunny” 
booth with four entrances and two French doors and 
windows on each end. Outside the “bunny” house we 
placed six 3x6 tables, painted the same color. On 
two of these we displayed merchandise. 


The pictorial 
sketched the 
campus of Ohio 
State University 
as viewed from 
an aeroplane. 
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“DispLAY “DEPARTMENT OPERATION 


UR department man- This is the third of a series outlining the received in the main from de- 
agers file requests for methods of administration and records used partment managers, although 
windows or displays >y leading display departments throughout = some come. from the merchan- 


with the publicity man- 
ager,” says Joseph G. Wernig, display director for the 
May Company, Baltimore, Md., in outlining the de- 
partmental routine followed by his organization. “The 
publicity director in turn consults with the display 
manager and he assigns the windows. 

“We have very little trouble with special events. 
The publicity department notifies the display director 
of such events in order that he may prepare for them. 
As soon as the department manager is assigned a 
window or display he sends to the publicity depart- 
ment a description of the merchandise which will be 
placed on display so that intelligent copy can be given 
to the card writer on a special form for that purpose. 

“No charge is made for window space. Window 
men or their assistants sign for all merchandise used 
in windows and are given credit for same when re- 
turned. 

“We rebuild our backgrounds frequently ; there are 
sO many smart materials which can be used to cover 
screens or backs that we use these to good advantage, 
thereby reducing the expense incurred.” 

“In planning my windows,” says B. E. Chester, dis- 
play manager of the Monnig Dry Goods Company, 
Fort Worth, Texas, I use a schedule which I keep in 
the department and sometimes fill out in part as far 
as two or three months in advance, most of these as- 
signments, of course, being for special events. Knowl- 


edge of these is given me through requisition blanks’ 


the country. 


ray dise manager. 

“Orders for window cards are filled out by me 
after a check of the merchandise has been made. They 
are then turned over to the card writer on the morn- 
ing that the display at issue goes in. 

“Receipts for merchandise take the form of a 
‘Record of Merchandise in Windows,’ which is filled 
out by members of the display department and a dupli- 
cate is left in the department from which the goods 
are obtained. When these are returned the record is 


taken up. 
“A form which is not.in common use elsewhere is 
our ‘Monnig’s Display Changes for —--————..’ This 


slip is given my first assistant as his line-up for the 
day’s display changes and covers window numbers, 
merchandise, fixtures and settings. It also indicates 
the character of the display, whether fashion feature, 
or sale of other type. One is used each day. 

“Another form not in general use is intended for 
my reports to the merchandise manager on style mer- 
chandise displays promoted on a strictly fashion basis. 
This gives him a check-up of our style merchandise 
and enables him to determine whether it is getting 
proper display. 

“Departments requisition show cards for their own 
use on a blue form which is ruled to provide space 
for indication of quantity, size and character of the 
cards wanted. Spaces are also provided for entry of 
the date of order, time of receipt, and date asked for 





DISPLAY SCHEDULE AND RECORD 
YOWELL-DREW COMPANY 
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ADVERTISING DATA.............. ei 
W. W. MERTZ COMPANY 
Ads for Must be in Publicity Dept. 
Newspapers of before 1:00 a.m. on 
Monday and Tuesday................ the preceding Friday 
Wednesday and Thursday........the preceding Monday 
Friday and Saturday............: the preceding Wednesday 


Advertising Must Always Be Truthful and Correct 


State accurately if material is all wool, all silk, all 
cotton, mixed material or similar facts. 

State accurately the sizes, colors, style, width of ma- 
terial, finish, etc., so that we may describe intelligently. 

In quoting values, state if value is based on Mertz 
selling price, standard price elsewhere, or if article 
was made to sell at valuation price. 


Check Here | |Adv. | Last Former|Quantity 
for Cards | Description |Price|Selling Price|in Stock 








a a ee ee 

















Records Employed by Stores in Small Cities. Left, the Schedule Used by the Yowell-Drew Company, Orlando, Fla.; Right, 


the Only Form of the W. W. Mertz Company, Torrington, Conn. 
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MONNIG’S STYLE MERCHANDISE 
DISPLAYS 


A>d@isplay ote: Pic 


breath: of ‘the-wavenne .<) See 


MONNIG’S 
Record of Merchandise in Windows 


.;,. aS Sipessed by | Dept... 2... 


BoecehHon (> 2.625555 ae ere 


MONNIG’S 


Display Changes for.......... 


MG 55 ese | Fixtures [Character 
No No.|Merchandise| and Setting |of Display 
vo | 











will go in Window No........ 


| 

| 

Rate Lees ee ke 
! 

The following departments participating : ! 
| 
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REMARKS: 















































Unusual Forms Used by Monnig’s—At the left is a blank filled out by Dispay Manager Chester as a personal report on ex- 
ploitation of style merchandise; this goes to the merchandise manager. The center shows the conventional requisition of mer- 
chandise. The right is the daily change order given to the first assistant each morning. 


delivery. These forms must be in the card writer's 
hands a day in advance of the date for which the 
cards are wanted.” 

“We are short on forms, but long on results,” says 
A. W. Coates, display and advertising manager for the 
W. W. Mertz Company, Torrington, Conn. “Capacity, 
of course, varies in individuals and planning is im- 
portant, but most important of all is it to see that 
plans aré carried through, and, as I am responsible 
for both newspaper and display factors of our pub- 
licity, it is my opinion that there is nothing like per- 
sonal contact. This depends upon the ability of the 
person vested with the responsibility to secure the co- 
operation of the staff and to deliver it in return. 

“In handling our windows the plans are begun by 
personal contact; that is, personal conference with 
each person who comes in contact with merchandise 
or service, instructing them as to dates of certain pro- 
motions, be it general store-wide sales, feature sales 
or fashion promotion, advising the individual as to the 
merchandise required for the event or season. 

“The plans are developed consistently along the 
same lines as started, being broad-gauged enough to 
be pliable to any emergency, which special merchan- 
dise might make necessary. 

“Windows are assigned to departments by the 
sales promotion department in conjunction with news- 
paper advertising from one to three weeks in advance. 
The salespeople in our case cannot leave or enter the 
store without passing the windows. Many are their 
remarks in regard to attractiveness of displays. Our 
windows are the universal pride of the salespeople 
and they are just as free with their criticism if there 
is anything they do not like. 

“The two main windows are changed twice a week, 
on Monday-and Thursday. The two vestibule win- 
dows and two annex windows are changed once a 
week, on Tuesday and Wednesday, or oftener, if re- 
quired. Changes are made during store hours, with 
few exceptions. 


“We charge a flat rate for main windows of $2.00 
a day; vestibule windows, $1.50, and annex windows, 
$1.00; this expense is charged directly to department 
renting the windows. 

“Merchandise to be featured is given to the dis- 
playman by the department heads and returned by the 
displayman when the window is taken out. There is 
very little loss from damage of goods in windows; 
occasionally a hard storm in the night will damage 
a few items, but this occurrence is rare. I realize 
that in a larger store actual paper records would be 
necessary on account of merchandise being handled 
by so many individuals. 

“Our records of past advertising and sales show 
us that we have operated under an average of 4 per 
cent for all forms of promotion, including windows 
and advertising in newspapers, together with salaries 
of these two departments. With the figures before us 
and close supervision I maintain that schedule.” 





The Convention Program 
(Continued from page 9) 


W ednesday—A fternoon 

2:00 p.m.—The Red Arrows’ Quartette. 

2:10 p.m.—“Display Psychology,” by a professor of business 
psychology from Northwestern University. 

2:45 p.m—Clem Kieffer, subject open, Display Director, 
Kleinhan’s, Buffalo, N. Y.; Tom Leslie, subject open, 
Display Manager, Wilson & Company; Arthur Brayton, 
subject open, editor Dry Goods Merchants Trade Journal; 
Edward Burns, subject open, Display Director, Simpson’s, 
Toronto, Canada. 

4 :30 p. m—Election of 1929 officers. 

5 :00 p. m.—Adjournment. 

7 :00 p. m.—Annual Banquet, Grand Ballroom, Stevens’ Hotel. 

Thursday—F orenoon 

9:50 a.m.—Red Arrows’ Quartette. 

10:00 a.m.—‘What Display Men Should Know About New 
Colors,” by a fashionist of one of the world’s largest silk 
concerns. 

10:30 a.m.—“Color and Layout in the Poster and Card’— 
Illustrated Lecture by W. P. “Pat” York, Peoria Display 
Service, Peoria, II. 
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MONNIG’S MONNIG’S MONNIG’S 
Order for Window Cards Ordef for Show Cards Requisition for Window Space ‘a 
: ee eae eee WINDOW DIAGRAM 
Character of Display Time Ordered......When Wanted..... 














Quantity | Size 








| 
| 
| 
| 





Quantity | Size “4 oa 


Request for window  spaces| 
| must be in display department by 
Wednesday noon previous to week 
wanted. 








| 
| 2 Note—Special sale events will = 
| m be given due consideration. 7 
| S Dept.....Wishes display of .....|© 
| “a 5 
itate waded. .:......:.....:.....14 
a = 
| > in Window No .....if available. = 
| O Advance showing [ ] | > 
| = Regular stock [J] Sale (LJ |@ 
| S __Mark X for Display Desired | 5 
| = | Department | = 
| Card Copy:| Manager |Remarks 





REMARKS: 








| | 

PICNIC TREO bog 8 wari eee oie | | 

Sign Orders Must Be in Day Before | | 
Using Signs | | 














i i teresting Departures. 
The Monnig Form Book Contains Several Other In 
dow cards and show cards, a special blank being employed on the former. 


The left shows the differentiation made between win- 
The center is the requisition for ordinary show 


cards, and the right is the department manager’s request to the display manager for space. 
, 


Thursday—Afternoon 

2:00 p.m.—Red Arrows’ Quartette. A: 

2:10 p. m—‘Financing the Display Activity —How to Create 
a Budget; How to Control a Budget; How to Charge Off 
Expense,” H. C. Oehler, Display Director, Wieboldt Stores, 
Inc., Chicago, Ill. 

3:00 p.m—“The Display Man of Tomorrow” (open). : 

3:30 p. m—‘“Following Through to the Selling Department, 
by a prominent State Street sales promotion manager. 

4:00 p.m.—“The Wonders of Nature,” presented. in story, 
pictures, song and music, by Carl Balcomb, Montgomery 
Ward & Company. 


‘Oldest Metal in Newest Vogue 


Iron, Reliance of the Ancients, Is Also Dependence 
of Modermsts 


By DANIEL STONE 
Loyal Novelty Company, New York City 





ibe of the oldest metals used by man is iron. It is inter- 
esting to note that this ancient material is now being used 
in the creation of some of our most modern art. Because ot 
the untisual extent to which it can be formed into odd and 
unusual shapes, wrought iron has become the first choice of 
the displayman looking for the greatest modernism in display 
design. 

There can be no question as to the ‘degree to which mod- 
ernism has been accepted by the retailers of America, not only 
in the products which they sell across their counters, but in 
the very modernism exhibit itself. 

This trend is particularly noticeable to even the most casual! 
observer of show windows. From Maine to California we 
find hats perkily perched upon conventionalized snake’s heads, 
shoes trimly displayed upon angular shoe rests, and dresses 
engagingly shrown across console benches the like of which 
never were seen prior to 1929. 

Nor are these displays the haphazard creation of an itin- 
erant designer. They are the carefully created masterpieces 
of men to whom the subject of design is an open book and 
who are eminently well qualified to interpret in a spirit of 
most advanced modernism the designs of the discoverers of 
basic artistic principles. : 

Such displays, so created from wrought iron, have repeat- 
edly demonstrated that they actually enhance the value of the 
merchandise placed upon them. From their mute modern 
beauty emanates a worth which becomes the property of the 
goods placed upon them. 





Every manufacturer of packaged products knows the extent 
to which the appearance of the package aids the sale. It is 
no less true that effective display material has a decided sales 
appeal upon the prospective buyer. 

The ‘display business is still in its early teens. The great 
advances which it has made in the past few years are but 
tckens of the tremendous steps which it will take in the near 
future. It is almost a certainty that wrought iron will con- 
tribute largely to that advance. 





NATURAL WOODS IN WINDOW DISPLAY 


Within the last few years a decided trend towards mod- 
ernism in window display has been evident, not only in the 
metropolitan stores, but also in those of the smaller cities 
and towns. Modernism has entered into the daily life of 
everybody, and, quite naturally, window displays, which are 
integral parts of the woman’s shopping trip, must conform 
to this new spirit. 

The Decorative Plant Co., New York City, a thirty-year- 
old firm, sensing the importance of the new modern window 
fixtures, organized their art woodworking department a few 
years ago. Within a short period their fixtures, screens and 
backgrounds have established a nation-wide reputation for 
beauty and utility. 

Natural woods have a certain beauty all their own, but 
when they are enhanced by appliqued or inlaid effects, or aug- 
mented with carved glass, their effect is heightened to a great 
degree. 

The Decorative Plant Co. is catering to department stores 
and specialty shops in both the large and small cities. It is 
truly an education in modernism to visit their showrooms, 
where these beautiful effects are displayed in window-like 
settings. 





JENSEN FORMS NEW COMPANY 

Christ V. Jensen and W. Huer have formed a partnership, 
to be known as Metal Art Products, and will specialize in the 
creation and production of original and modern display fix- 
tures. Mr. Jensen is well known among displaymen in the 
south and middle west and was formerly half-owner of the 
Display Novelty Company, Chicago. He is an experienced 
metal craftsman, having studied the trade in the metal centers 
of Europe. Mr. Huer is a real metal artisan, having just 
returned from a six months’ trip in Germany and France, 
where he studied modern art in all its angles. Metal Art 
Products is located at 4256 Diversey Avenue, Chicago, IIl., 
and will exhibit at the Chicago convention, where a real 
treat awaits convention visitors. 
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Window (raft in 


This is the second of a series of discussions of 

European window technique as observed by 

Russel. The Buffalo displayman recent’y re- 
turned from his eighth trip abroaj. 


FOUND much to astonish me during a 
recent inspection of London windows and 
interior displays. Anyone familiar with the 
window displays in America, Canada or Ger- 

_ many would feel compelled to admit that even in their 

smallest provincial towns one would not find windows 

treated as they are in London. Here possibly the fore- 
most shopping street in Europe resembles, so far as its 
displays are concerned, a poor provincial street. In 

London the principle, so far as it is possible to recog- 

nize any principle behind window display, appears to 

consist in placing items one beside the other, without 
any attempt to group them artistically to enhance their 
merits, or to make the window interesting to the 
passerby. It is a case of “If they wish, they may stop 
and look; if they don’t, they needn’t.” All modern 
practice, however, aims at finding a solution to the 
problem of forcing the passerby to examine the goods 
on display, by a process of arousing, first, curiosity, 
then interest, and, finally, real attention. To this end 
the modern displayman favors some representation 
from life, a tasteful drawing-room, a beach scene in 
summer, or a sports meeting in the winter. Elegantly 
posed mannequins, so different from the wooden dum- 
mies which one frequently sees in London, are used to 
display clothes, hats, linens, etc., and in such a way 
that all these articles may be seen to the best advantage. 

Thus, a few pieces of furniture will be placed in the 
window, the table will have flowers on it, the figures 
standing by will wear the accompanying jewels to her 
gown, her fur scarf will be thrown over a chair; it is 
always of importance to show the effect of the mer- 
chandise in ordinary surroundings. 

Materia! can be put into groups according to their 
colors to make up attractive designs, and, with the help 


Here Russell 
demonstrates 
how a Yankee 
can adapt German 
methods to 
American 
requirements. 
This is an 
Easter trim. 





~ f{ondon 


By GEORGE R. RUSSELL 
Display Manager, William Hengerer Co., 
Buffalo, N. Y. 


of ingeniously constructed stands, can be draped so as 
to suggest pleasant effects. In a word, it may be said 
that the modern shop window is active, whereas those 
in London are only passive. They give, indeed, the 
effect that the store owner himself has no interest in 
the quality of his merchandise. To this indictment the 
store owner may reply that all this does not matter, and 
that he still sells his goods. This may be so, but the 
facts are, first, that he would, by really effective win- 
dows, arouse and increase the desire to buy; and, 
second, that it is psychologically probable that the per- 
son who wishes to buy will turn to the shop whose 
windows most easily convince him of the superiority 
and the attractiveness of its merchandise. 

Indeed, the shop window offers a classical example 
of the great advantages a store owner may secure by a 
skillful employment of art and good taste. In Berlin 
I have actually seen shop windows which attracted 
crowds and for days formed the small talk of the town. 
This is also true of smaller stores in our own country, 
as well as those in the metropolitan centers. It is im- 
passible to imagine a better advertisement. However, 
Londoners do not appear to be troubling themselves in 
finding opportunities for beautiful or merchandising 
window displays. Regarding the interior, there is abso- 
lutely no attempt at tying up items complementary to 
each other, as is done generally at home. 

In writing up London stores one naturally com- 
mences with Harrod’s, which is considered by English 
people as outstanding. The window displays are fair, 
although rather too much merchandise appears in each 
window. Here also, as on the continent, one finds 
drapes of dress goods in every window showing apparel. 
It is frightfully tiresome, but English and European 
stores are unable to get away from it. No forms are 


Scarfs, bags, 
belts, gloves 
and handkerchiefs 
were secured 
to white 
felt panels 
with designs 
in orchid, 
blue and black. 
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CHICKERING 8738-9 
GUSTAV MITTELMARK, Pres. 
D as 
said 
10Sse 
the 
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and ALFREO M.BEDELL, Pres. WILLIAM H. MACKNIGHT,Secr. RAYMOND WAKE MAN, Treas. 
the RETAIL SHOPS RETAIL SHOPS 
vin- Save youn a 
oErTRorr Sraeane LPIA 
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: PITTSBURGH woRcesTeR 
ae BROOKLYN Snrocerort 
ose : Testes fp casei 
LEPHONE 
rity WISCONSIN 1600 WEST 34%! STREET 
NEW YORK,N-Y. 
ple 
I May 6, 1929 
ya 
‘lin 
tec Mittelmark, Inc., ~ 
vn 316 Fifth Avenue, 
‘ New York, N.Y. 
rv 
Gentlemen: 
f- 
er It gives-me great pleasure to write the following 
. lines relative to your service. 
In 
n The floral and other decorations supplied by 
$ you for the opening windows of our new store greatly enhanced 
50- their appearance. 
to ee We particularly wish to mention the glass bouquets, 
bases and carved glass screens which you furnished, They were 
very much admired and we were well pleased with their appearance 
n- and construction. In fact over my entire association with your 
sh Mr. Mittelmark, I have found him ready and willing to go more 
ie than half way in his efforts to please. 
ir, 
| Your deliveries are pranpt at all times and the 
cn condition of the packages when they arrive is excellent. 
ds 
Yours very truly, 
al. 
in alee THE COMP. = 
re Ws} : AKG 
DIRECTOR OF JISPLA’ 
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Examples of German Display Art—Left, a Booth Wine Garden; Right, a Book Display Featuring “World’s Romances” 


= 


used, only figures (with heads). Decorative furniture 


from the departments of the store is very seldom seen. 


This applies to all London stores. Some figures stand 
on the floor, some on benches and boxes covered with 
a velvet drape. (This also is general in Paris and 
Berlin. ) 


Harrod’s have the finest provision, meat and fish 
department I have ever seen. The fixtures were in- 
stalled by Sage & Company, Ltd., of London, under the 
supervision of Harrod’s architects. The ground floor 
is of poor wood, with a center strip of bright red, 
yellow and blue carpet down the center of all aisles. 
The wood work of the fixtures is red mahogany, and 
they have been in the store many years. The firm is at 
present installing new standard display cases, which 
are being placed at advantageous points, and are con- 
sidered the last word in style and utility. 


The other outstanding fixture is in the drapery de- 
partment. A raised ledge running parallel with the 
wall, a modern relief plaster wall in silver and gold. 
before which the draperies are displayed. This could 
be improved upon with better lighting. I would sug- 
gest a drop of twelve inches three feet from the wall, 
with concealed lights illuminating the material. There 
are only two rooms furnished in the modern manner in 
the entire store, and both are dining rooms. 

Selfridges have an imposing exterior reminiscent 
in its columns of Marshall Field’s, twelve flag poles 
on the roof flying every day the flags of the principal 
countries, as well as the British. The interior is very 
broken up and gives an impression that there are no 
stock rooms, as everything is in the departments. 


Maples, Ltd., England’s largest furniture store, has 
no modern furnished rooms. It is an old building com- 
posed of many buildings taken over, and the result is 
that each “floor” has at least half a dozen different 
levels, and one is continually going up and down steps. 
The merchandise is plentiful, but there is no attempt at 
displaying it. 

Swan & Edgars, department stores, is a compara- 
tively new building with no outstanding features. 

Liberty’s have two buildings that are truly outstand- 
ing and very beautiful, and nothing I can say would do 
justice to them. I will merely touch on the displays in 
the windows, which are just ordinary, but with such 


merchandise that one stops anyway. The interior dis- 
plays are never in cases, just on a stand placed on a 
base or plateau and spotlighted. All merchandise in 
this store is spotlighted. 


To me, the outstanding store in London is Heal & 
Company. They have the only properly lighted win- 
dows in London. The store is well laid out and the 
merchandise is outstanding and very well displayed. 
They have a flat of five furnished rooms of exceptional 
beauty designed by their interior decorating depart- 
ment. This was the only place where things modern 
were not jeered at in all my English study. 


It is only natural that a firm like Heal & Company 
would have the only exponents of art moderne do work 
for them, and I was fortunate to see screens being 
made for them by the Arundell Studios, of which Lady 
Page Wood is managing director. She has surrounded 
herself with young modernists who are not afraid to 
pioneer and who have none of the antique ideas of a 
past decade, of which England and its people are full. 


The Galeries Lafayette are just the same as in Paris 
—a mass of colored glass, colored lights, brightly 
painted and designed wall and ceilings, display cases 
painted bright gold or of shining brass—merchandise 
taken to what seems dangerous heights. 


In the Davis Street show room of Arundell Dis- 
play, Ltd., one finds modern furniture, rugs, pottery, 
glass fabrics, lighting for this new period of art. In 
the display studio one can buy wax, papier mache, 
plaster and cut-out figures, the latest novelties in stands, 
fixtures, etc. In their display department they have 
been fortunate in securing the services of M. Hans 
Kiesewetter, late of Berlin. He is wide awake to the 
immense possibilities of modern art in display and 
decorating. He told me his chief principles of design 
were rhythm, balance and arrangement. These are the 
keynote to all his displays. His chief worry seemed to 
be that Great Britain would be missing from the Inter- 
national Shop Window Exhibition to be held in Leip- 
zig in November. 

Arthur Sanderson & Son, Ltd., 52 Bernerg Street, 
London, W. 1, have an exceptional range of fine deco- 
rative papers. 

Frederick Sage & Co., Ltd, 58 Guy’s Inn Road, 

(Continued on page 65) 
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which has just been pre- ST. PAUL AVE. 
pared for these new 
modern display fixtures. 





Modern Designs Make Displays 
IMPRESSIVE 


(y= master craftsmen have finally constructed a 
combination in which modernism in the best taste 
has been successfully achieved. And you are the one 
to profit. These new designs will increase your sales, 
because your merchandise will be made attractive. 


ONLI-WA DISPLAY FIXTURES 





ais ar ~~ No. 717A 
eg. at ’ e 
Wehistetermetene. ne Onii-wa Fixeure Co. 
Modernistic Catalog 15, Dept. D. W. 


Chicago Office: Display Mart, 7th Floor, Medinah Bldg. 
New York Office: Display Center, 1440 Broadway No. 746 


No. 3100/175 


Rare Maple and Walnut 
wood combinations have 
been created to harmonize 
with all merchandise; con- 
structed of the finest mate- 
rials to give rare charm to 
every window display. 





DAYTON, OHIO 


























COLORED LIGHTING 


ATTRACTS 





Put attractive color and 
life into your show win- 
dows through the use of 
RECO Color Hoods. 


RECO Color Hoods offer 
beautiful clear color pos- 
sibilities or color combina- 
tions with Ruby, Green, 
Blue and Amber. For all 
lamp sizes up to 500 watts. 


Use them for Interior 
Lighting, too, and make 
your store more attractive. 


POE, Tee Full Information in 

andar eco Hood w ‘6 2” 

Shield to prevent ssneaameak P. rofits F rom Color 
of white light. 


YWMNAOoOL 
ELECTRIC COMPANY 


Mfrs. of Reco Flashers and Color Lighting Equipment 
2677 W. CONGRESS ST. CHICAGO, ILL. 














DON’T FAIL 


TO VISIT 


Metal Art Products 


Booth Number 8 
at the Chicago Convention 


A complete line of high-grade Display Fixtures 
in all kinds of metal will be shown. 


Display Units, Set Pieces, Screens, complete or 
in parts, of copper, brass, nickel, chromium, 
iron, etc., made to order to fit your windows. 


FLUTED METAL 


of All Kinds Sold by the Running Foot 


Metal Art Products 


4256 Diversey Ave. Chicago, Il. 





“Real Craftsmanship” 
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SHEOLD IT 


IN THE 
STORE 


Style Shows Produce Tan- 
gible Results When Patrons 
Can Examine Merchandise 
Freely 








By E. E. ODONNELL 
~Display Manager, Sisson-Bros.- 
Welden Co., 
Binghamton, N. Y. 


ORRECT presentation of style merchandise is 

a most important factor in the successful 

operation of a high-class department store. 

Sisson Brothers-Welden Company are pio- 

neers in staging style shows, and each year have brought 

out productions of real elaborateness. At one time the 

store made use of a leading theatre as a background fo; 

their style presentations, but experience has shown that 

if best results are to be gained, it is much more advan- 
tageous tothold the events in the store. 

The reason for this is that when the style promenade 
is held outside the store the viewers cannot examine 
the merchandise closely, and do not feel free to make 
inquiries regarding design, price and other details 
which they are able to make in the store. 

This year our first promenade was held in March, 
in conjunction with our annual spring opening, and at 
this time three afternoon performances and an evening 
show were held. On each afternoon and for both per- 
formances at the night event capacity audiences at- 
tended. 

The presentation was held on our third floor, where 
a pleasing setting was arranged with a background of 
silver cloth and Grecian pillars was used, together with 
quantities of ferns and palms. An orchestra furnished 
music throughout, and, as usual, many favorable com- 
ments were received. 

Much thought and planning is given these events, 
and I feel that this is the real secret of their success. 
Dress rehearsals are given the day before the show, and 
nothing is left undone in preparation for the perform- 
ance. 

About a month later we staged a second prom- 
enade, under the title of “A Promenade of Youthful 
Fashions,” at which time we specialized in apparel 
for high school and college girls. We were fortunate 
in being able to secure the services of the dramatic 
class of the Central High School, from which fifteen 
girls were drawn to serve as models. The class de- 
signed and executed a special scheme of decoration for 
the show, and a ten-piece girls’ orchestra provided the 
music for two mornings and an afternon presentation. 
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O’Donnell Has Fallen in Line With the Corrugated Iron 
Vogue, and in This Display Demonstrates How He Uses 
the Metal Pieces in His Backgrounds 


Unusual interest was manifested by the younger set of 
the city, as well as a goodly number of their mothers 
and their friends. 

Our third style show of the spring season, while not 
entirely new or original, was well received by hundreds 
of women interested in dressmaking. This event was 
our Fabric Show, held in our greatly enlarged yard 
goods section on the second floor. 

Here a most interesting exhibit of the dressmaker's 
art was presented in a series of costumes created and 
made up by well-known Binghamton dressmakers, using 
Sisson silks, wash and wool fabrics. Very striking 
costumes were shown by models, and a full description 
of the fashions, involving the pattern number, cost of 
materials and amount of goods was provided, familiar- 
izing the onlookers with the economy of home manu- 
facture. 

This event stimulated business in the yard goods 
section considerably, and brought a beter volume of 
business to the various departments on this floor. 

The interest manifested in these events proves that 
women are becoming more style conscious each season, 
and that they are striving to be correctly costumed. We 
feel that the educational value of the various style pre- 
sentations is appreciated by the majority of people who 
attended the shows. 





FRANKEL AND BARLOW-KIMNET MERGED 


One of the most important mergers in the display fixture 
line is that recently announced at New York City. This 
consolidation at length unites one of the oldest and most 
highly reputed firms in the field, that of the Frankel Display 
Fixture Corporation, with the Barlow-Kimnet Company, Inc., 
under the new firm name of the Barlow-Kimnet-Frankel Cor- 
poration, and wili maintain headquarters and display rooms 
at 515 Seventh Avenue, New York City, their individual 
contributions being inextricably linked with the progress of 
modern display fixtures, even as their mutual efforts are now 
pledged to unceasing advancement in the future. They an- 
nounce that a sensational new feature will be on exhibit at 
their booth at the Chicago I. A. D. M. convention, June 17-20. 
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Snow ~ Snow ~ Snow! 
for effective window display 


Now you can buy beautiful, pure white 


Kimpak 





n REG. U.S. PAT. OFF. Dp IN CANADA 
4 Imitation Snow 

not Sold in rolls or shredded—to give the effect of fallen or 
drifted snow. The illusion is marvelous. aie AR has very 
rd attractive possibilities. 

. ~ One Large National Advertiser says: 
ng 


“KIMPAK is the finest and cheapest imitation 


on 
























Snow to test out under 
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of 7 snow we have ever seen.”’ 
ar- 
aad poe, In your Christmas windows 
: Use KIMPAK Imitation Snow In your Summer windows 
of 
at See KIMPAK at the Displays of 
yn, 
Ve BOTANICAL DECORATING COMPANY 
e- and Other Booths at 
° THE I. A. D. M. CONVENTION 
June 17-20, 1929—Stevens Hotel, Chicago 
re 
is ) ee apes ees eames ner eee’ teeny | ae USE COUPON FOR YOUR FREE SAMPLE”: =>: OC el l?= i? > 
st Dis. W-May 
Ly ‘ 2 Address nearest Sales Office: 
‘t | page pei cen } 208 So. LaSalle St., Chicago, IIL. | 
r- | , ( 122 E. 42nd St, New York City | 
1S 
Gentlemen :— 
a | Pe a i AM ce eee nsec oer cece g te | 
é | to send samples of ! 
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Displaydom’s 





An example of 
the type of 
model trims 

prepared 
weekly for 
Montgomery Ward 
chain stores 


— 


PROM four to six displays, originated in the headquarters 
of the Montgomery Ward Chain Stores division, are 
photographed, charted and sent to store units each week 
under the direction of W. L. Stensgaard, manager of dis- 
plays and equipment. Preparation of these trims calls for 
unusual care, as it is essential that all of the stores for which 
they are intended shall have complete stocks of the mer- 
chandise featured. This calls for choice of materials and 
equipment ayailable in each unit. 

A typical display is an exposition of Riverside tires and 
automobile accessories. Unlike the style, or lack of style, 
affected by many auto supply windows, the plans for these 
displays call for neat, well-balanced constructions rendering 
every item plainly visible and providing it with a proper back- 
ground of attractiveness. Elevation of the tires gives them 
commanding placement and frees foreground and center 
background from the obliterating competition of these large 
pieces. “Drapes” of inner tubes, at right and left, auxiliary 
lights, generators, batteries and tools in the center fore- 
ground are thus given a chance for expression. A decorative 
effect also serving as an attraction device is secured by ar- 
ranging a nickeled radiator flanked with headlights on a 
bumper set between two wheels. The result is suggestive of 
an automobile. This “set piece,” raised above the floor level 
by a plateau, rests upon a grass mat which adds a bit of 





Montgomery Ward Tie-up With Eastman Kodak Advertising 


color and serves as a relief for jacks, lights, and other small 
pieces. Price tickets are used freely. 


How the big chain organization is “tying up” with the 
Eastman Kodak campaign is made clear in another trim 
marked by a large number of Eastman dealer helps. 


A cut- 





DISPLAY WORLD 


May, 1929 





pisodes 


RCE 


sy 


p Tar Tan wo 


eaeo | 
\/ RIVERSIDE \, mee 
\ oer Each design is 


shaped to accord 
with display 
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units—Each 
produces an 
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out “attraction device” shown against a plain center panel 
which rests on a black plateau insures attention, A modern- 
istic screen and plateau at opposite extremes of the window 
display Eastman wares in attractive surroundings. 





ERE’S the new, easy way to spray light lacquers, paints, 

varnishes, enamels, shellacs and bronzes. Faster than a 
hand brush—does smoother, more even, and better work. 
Few men realize the importance of air-painting to industry. 
The finest furniture in the home—that gleaming new motor 
car—your grand piano—even beads and _ jewelry—nearly 
everything used and admired owes its beauty and utility to 
the finish applied with air-finishing equipment. 

Until now the average window decorator had to be con- 
tent in applying the new colorful lacquers with a slow hand 
brush—with its laps, unsightly brush marks, and uneven 
coverage. For a long time Paasche has felt that they would 
appreciate the advantages of air painting. And so th’s low- 
priced Paasche unit has been designed, tested and perfected 
for air painting anything about the home. Here it is—simplest 
and least complicated, yet most efficient spraying outfit— 
designed by the manufacturer of the most complete line of 
air-finishing equipment in the world. 








HE displaymen and merehanis will be glad to learn of the 

formation of the Duane Display Accessory Company, lo- 
cated at 144 Duane Street, New York, N. Y., consisting of 
Fred O. Zapfe, former president; Wm. F. Gudeon, former 
designer, and Floyd O. Zapfe, former representative, of Doty 
& Scrimgeour Sales Company. At their New York show 
rooms they have on exhibition a new and large assortment 
of the latest in modernistic window displays and display ma- 
terials. Their many years of practical experience in the 
window display decoration field is an asset of which no 
modern displayman or merchant should fail to avail himself. 
A visit to their show rooms will demonstrate their sincere 
desire to help every displayman and merchant bring to his 
windows the very latest that is being offered. 

A few items of their extensive line are grass mats, wood 
veneer paper (in sheets and blocks), metal border strips, 
fancy background papers, borders, spotlights, draping ma- 
terials, etc., on any of which they will be glad to mail cata- 
logues upon request. 





A displaymen’s club is being formed in Corning, N. Y., 
under the direction of the Corning Chamber of Commerce. 
It is expected to have the new club far enough organized to 
send delegates to the 1. A. D. M. convention in June. 
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A Display That Won the Approval of the West Virginia 
Health Department—It Was Fashioned by Glen Miller, 
Guyan Drug Company, Logan, W. Va. 


A three-day, county-wide celebration of May 1, 1928, as a 

national Child Health Day inspired Glenn Miller, of the 
Guyan Drug Company, Logan, W. Va., to arrange an extra- 
ordinary trim for entry in the display contest paralleling the 
event. His principal attraction device was a group of loving 
cups to be awarded the schools in the county with the best 
health records. His composition was simple but artistic 
and created widespread interest in Logan, the center of the 
state’s coal mining district and a town of 5,500. In planning 
a repetition gf the event this year, the State Health Depart- 
ment used the display as an example of the type of publicity 
sought in bringing the subject to public attention. 


i hates a year a display contest is announced to Bon Ton 

dealers with cash prizes aggregating $250 for the win- 
ner. There’s no red tape. The dealer simply writes us for 
a Bon Ton display background, if he wishes it, sends us a 


PATE TATA 
















Hand-blown Glass Balls in Color as They Appear in the 
Windows of Eugene Schoen, New York’s Architect- 
Apostle of Modernism 
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The Bon Ton Corset Background Designed by Clayton 
Whitehill, of the Old King Cole Company, Canton, Ohio— 
Cream and Gold Are the Colors Employed 


photograph of the window in which he displayed the back- 
ground and the garments and he is entered. 

Richard Webster, well-known writer on business subjects, 
and vice-president of the merchandising and advertising 
counsellors, Reimers and Whitehill, is one of the judges. 
Jerome Sill, the manufacturer’s sales promotion manager, is 
another. A window display manager who doesn’t wish his 
name known is the third judge. 

In cooperation with Clayton Whitehill, of the Old King 
Cole Company, Canton, Ohio, we designed a laminite back- 
ground, thirty-six inches high by twenty-three inches deep, 
being a set of three panels in modernistic style. 

Really, the illustration of this set piece cannot do it justice. 
It is in bas relief with a background of dull, rich gold. The 
sunbursts extend several inches from the background and are 
of more brilliant gold. The figures extend beyond the sun- 
bursts and are in soft cream. A modernistic skyscraper is 
in black and white for contrast. 

The expanding influence of the National Gift and Art 
Association, in which are united a number of the leading gift 
store dealers of the country, is noted in publicity just released 
announcing three trade shows. The first will be the national 





( 


How Lothar Dittmar Chronicled Inauguration of President 
Hoover in the Windows of the Ernest Kern Co., Detroit 


show at Philadelphia in the Adelphia Hotel from August 26 
to 31. This will be followed by the New York show at the 
Imperial Hotel from September 9 to 13. The Boston show is 
scheduled to open September 16 and continue to September 21. 
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Are 


YOU 


a 


Window Display 





ACES 


ACE? 


are Men that 


reach the top 


The quickest and surest way of reaching the top is to study 
at the Koester School. 


If you are not ambitious, it is very natural that you will not 
want to better your present position in life. , 


If you are ambitious, you will be interested in what the 
Koester School can do for you in helping you perfect your work 
so that you can continue to climb the ladder to success. 


It is not lack of ability that makes men fail. It is the la-k 
of knowledge as to the proper application of their ability that 
finds men worn out and gray of hair drawing down the same 
salary, if not less, that they drew when they were in their twenties. 


The only way to make sure of winning in the gamble of life 
is to profit by experience of others—to follow the beaten roa‘ 
of specialized training which leads to the greatest earnings and 
independence in the years to come. 


Let Us Send Full Particulars—F REE! 


Be honest with yourself. Are you gambling—taking the long 
chances—do you know today what lies ahead tomorrow—next 
year, and five years hence? 


Start taking the risk out right now—the trained man backs 
a sure thing—he has confidence in himself. 


Fill in and return the inquiry slip today. We will gladly send 
you our instructive and valuable book explaining our courses in 
full. You will incur absolutely no obligation whatsoever, but 
your prompt action will prove very profitable to you. 


Send 6 Boys to School 
Messrs :— 


After an experience of 12 years in store work after 
graduating from The Koester School I am in a position 
to judge of what -help it was to me. 


It gave me not only a big advance, but also the know- 
ledge that has enabled me to progress rapidly. I will 
always recommend your course as the quickest means 
for a fellow to get from behind the counter into a real job. 


I have influenced six boys to take a course in yout 
school, and will be happy to recommend your course to 
any one. 
Very truly yours, 
Adrian P. Gansen, 
Upham and Russell Co., 
Shawano, Wisconsin. 


Gets Raise in 6 Months 


My Vear Mr. Lewis: 

I will tell you how I am getting along in my new posi- 
tion. I came down here at $35.00 per week, worked six 
months and was raised to $175.00 per month with a defi- 
nite promise of another one still better during the vear. 


My —— have treated me fine and want me to stay 
with them. 


I was to help with the advertising, but now I am doing 
all of it and am very glad that I made an earnest effort 
while in the School. I quit my railroad job, with ten 
years’ rights, with absolutely no regrets. Whatever suc- 
cess I have made in this work is the direct result of 
my training at The Koester School, as I had never been 
in a show window, nor had any experience in adver- 
tising. You can readily see why I think so highly of 
the School. 
Very truly yours, 
(Signed) Clarence E. Redman. 


THE KOESTER ¥ THE KOESTER SCHOOL 
SCHOOL | 34S. Franklin St, Chicago 


Please send me full information on the following subjects: 


314 S. Franklin St., | [_] Window Display [_] Card Writing [_] Advertising 
CHICAGO l DRM os Ue Uebel Set ea seg ow de eke Soran ee na eded ences eke suss cepnuden wens sas 
NN oe te ede ee a ree to Pil Bete d vs de asis i nous tes boxnhad rearces cneaae 


In the Window Display 


Center of the World ROME 2. oi 
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Delving Into the Secrets of Color 


When All Is Said and Done Changing of the Speed of Vibration of 
White Light Is the Cause and Foundation 


By J. E. SIMONS 
Neville School of Applied Arts, Portland, Ore. 


This is the first of a series of articles dealing 
with the fundamentals of color which Dr. Simons 
will contribute to DISPLAY WORLD. As 
head of the interior decorating department of the 
Neville School of Applied Arts, Portland, Ore., 
and through prior experience as a member of the 
faculty of the University of California, he is 
eminently qualified to discuss the subject. 


HE writer’s object in presenting this treatise 
is to give a clear and complete résumé 
of the most recent scientific developments 
and discoveries in the realm of color. At 

the same time we shall endeavor to present, in the most 
simple and understandable way, all of the facts and 
principles of color and its various uses. Its relation to 
growth and life and everything that is pleasing and 
decorative, whether used for home decorations or for 
personal adornment, or something merely to be looked 
at for its personal beauty, will be touched upon. 

The real test of the knowledge of colors is based on 
one’s ability to handle them correctly and in the proper 
balance. Lectures have been given and innumerable 
articles have been written on color, but all in such a 
scientific manner and with the use of terms so technical 
that none but the advanced student of art could hope 
to understand more than the first elementary principle. 
To teach the scientific value of color in a way that any 
one may understand and have the pleasure of arrang- 
ing it in the proper manner, is the object of this treatise. 
By careful perusal you may learn more in a few hours 
than could be acquired haphazardly in the same number 
of years. 

We have but one element to contend with, and that 
is light. When all is done and all is said about color, it 
resolves back to the fact that a changing of the speed 
of vibration of what we will call white light is the only 
cause and foundation of all color. There are certain 
vibrations that we can visually recognize, which we 
have been taught to express in terms of color. Color is 
the sensation that we have, originating in the cones and 
spires which literally cover the retina of the eye. These 
vibrations are conducted to that part of the brain’s 
“detector” over the optic nerve. These excitations are 
produced by an exterior cause, and this cause has been 
found to be the action or motion of the ether waves, 
just as we know that hearing is a result of a disturb- 
ance or action of the air waves. Scientists, at the pres- 
ent time, differ as to what these ether waves are, but 
all concede that in their movement we comprehend the 
quality of white light. So it may be said that color is 
in the light and is a sensation recognized by the brain 
and produced by some vibrations being collected or 
rectified by the mechanism of the eye and flashed along 





May, 1929 





re 








Rods and Cones Localed in region of the eye 
indicated befween A-B. 


C -Optic Nerve. 


Diagram of Manner in Which Light Reaches the Eye and 
the Rectifying and Classifying Elements of the Organ 
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the optic nerve. In other words, a color is a system 
of wave lengths that causes the delicate nerves of the 
eye to vibrate and this vibration is transmitted to the 
mentality, and we are conscious of a vibration or ether 


wave which we express in color terms. 
* ok * 


O make the point a little more clear, we will take 

the color problem up in a different way by asking, 
“Ts there color in the darkness?’ No, there cannot be; 
color is a creature of light, and where there is no light 
there can be no color. _Take a can of paint, for in- 
stance. It is colorless as long as it is sealed, but as soon 
as it is opened it shows color. The moment the light 
strikes it it becomes colored, due to the fact that the 
chemical properties of the paint are such that they will 
absorb only a certain portion of white light and the 
porticn that is not absorbed is reflected or deflected. 
In this action the light that is deflected changes its 
speed of vibration, and this produces a reaction upon 
the eye which is recognized as a color. 

It is just as the vibration of the violin string. When 
this is loose the note is of one pitch; but quite another 
when we tighten the string. The difference in the 
length and tightness of piano strings is what gives us 
the difference in sound tones, just as the difference 
in the ether vibrations gives us a difference in light 
tones, which we call color. We might compare the 
sound waves and the light waves in this manner. Con- 
sider for a moment that bass, the lowest vocal tone, is 
the equivalent of violet. The next vocal tone would be 
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SIEGEL Mannequins Will Be on Display at Booth No. 39 at the Convention cf 
the International Association of Display Men, Hotel Stevens, 
Chicago, Illinois, June 17-20. 


International Clearing House 
of New York, Inc. 


Distributor for U. S. A. 
303 FIFTH AVENUE NEW YORK CITY =3 
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baritone, corresponding to blue; the next would be 
tenor, the equivalent of green. Alto would compare 
with yellow, contralto with orange and soprano witi 
red. All are vibrations, but in one instance the detect- 
ing device is the ear, in the other the eye. However, if 
the nerves of the eye were crossed to the brain center 
of hearing and the nerves transmitting the vibrations 
of sound were crossed to the optic center, then it might 
be possible to hear the color and see the sound. 

Light is merely a vibration traveling at the rate of 
approximately 186,000 miles a second. Received by 
the eye, it acts upon the delicate nerves, terminating in 
the rods and cones of the organ. From these nerves 
it is transmitted to the section of the brain prepared to 
receive it, and thus we become conscious of it. 

Everything of which we are conscious is obviously 
a mental registration of vibrations “detected” by our 
several senses and communicated to faculties that 
classify them as solids, liquids, odors, tastes and colors. 

If we stand beside a rotating wheel and its move- 
ment is slow enough, we can count the spokes. If the 
wheel is speeded up, the spokes become a blur; if suff- 
cient speed is obtained, we can see directly through the 
wheel as clearly as though there were no spokes. This 
result is seen in operation of the electric fan. 

* * x 

VIBRATION, traveling like a wheel, at its great- 

est speed, approximately 186,000 miles a second, 
produces the effect on the optic nerve, or the sense of 
sight, that we accept mentally as white light. If we 
slow this speed down, the vibratory reaction on the eye 
changes. When we say that we see a certain color 
we mean that we are conscious of a drop in the light 
vibration’s speed, and the extent of the drop determines 
the color, nothing more. These vibrations are ever 
existing, but unless the eye detects them and registers 
upon the brain there is no color. 

As stated before, things that are red, blue or yellow 
merely possess properties which enable them to deflect 
all of the other rays of light striking them except those 
producing the vibration interpreted as red, blue or 
yellow, or whatever the color may be. We walk across 
the lawn at night and the grass has no color, but in the 
daytime it appears green, because its properties show 
up the white light vibrations until this shade is pro- 
duced. 

When wiite light plays upon an object, the latter 
absorbs a portion of it and the deflection of the remain- 
der checks up their vibration, reflecting what we term 
colour. ‘The rose that appears red has the capacity for 
repelling all except those rays whose combination 
forms red. The ink on this page is black, colorless, 
because it has the qualities to repel all of the rays of 
light. The paper itself is white, colorless, because it 
“detects” all of the vibrations that make white light. 

Where there is no eye, there is no color, any more 
than there would be life in the body if the means for 
recognizing these vibrations (the brain) were removed ; 
so that everything that we are conscious of is not, as 
we might say, a state of mind, but a mental registration 
of these vibrations. If colors were apparent only to 
the sense of sight, I would not be writing and telling 
you' so much about color... Color vibratio#s are like 
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little bolts of lightning, traveling at a terrific rate of 
speed and constantly lashing the body. That which we 
see and term as color is just the visible product of 
these vibrations. We see the lightning and sometimes: 
have seen the effects of lightning. Of course, colo 
vibrations are ‘not similarly explosive, but they are of 
the same vibratory character and are with us and act- 
ing upon‘us all the time, whether we sense them or not. 
A great many times we are subjected to vibratory rays 
of certain colors when we little realize the fact. 


“a wer 


E know that which we term color is merely a speed 

of vibration, made apparent to consciousness by 
the action of the nerves on the centers of vision. When 
white light is divided by passing it through a prism, or 
by any other scientific means, its speeds are changed, 
and we find that we have violet, blue, green, yellow, 
orange and red, which we term the colors of the spec- 
trum. Figuring these colors, from a mathematical 
viewpoint, in connection with a mechanical apparatus, 
we find that these light divisions, which we call spec- 
trum colors, are merely the light waves broken up, 
speeded up or slowed down, as the case may be. Colors 
on the minus side of the spectrum are classed as “cold ;” 
those on the plus side as “warm.” These classifications 
are necessary because those on the minus side—the 
“cold” colors—have a slower vibratory speed than those 
on the plus side of the spectrum, which have a higher 
rate of vibratory speed as they get farther from the 
axis of the spectrum. 

You may liken the colors of the spectrum, of which 
there are six, and from which all other colors are made, 
to six different rivers, all of varying currents, or flow- 
ing at different rates of speed and all converging into 
one large river, where the speed of all are reduced to 
a common speed, made up of the force of each stream. 
Suppose that we have six streams. We will call one 
that has a very fast current the red river ; a little farther 
down we have another stream that we call the yellow 
river, and this flows into the red river. When it mixes 
into the waters of the red river, naturally the latter 
becomes slower, so we will call it the orange river. This 
orange river empties into another river that we will 
call the white river. On the other side we have the 
blue river, into which some of the head waters of the 
yellow river flow, and from this point the two currents 
are equalized and we have the green river. Another 
blue stream becomes contaminated with the head waters 
of the red river, and from this point of contact we have 
the violet river. All of the colored waters flowing into 
the one large stream produce what we can call the river 
of white light. 

* * x 
N this way we fuse together into common association 
all of the various light speeds, which, combined, make 
seeing possible, but when you proceed to separate these 
vibrations again into their individual speeds you per- 
ceive the change in terms of color. It is by mathe- 
matically arranging these various speeds that we are 
enabled to get a perfect balance of color. However, 
this system will be thoroughly explained in subsequent 
chapters. The object of this chapter is to change the 
(Continued on page 86) 
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; aaa Chicago affords the most complete Display Equipment and Decoration Market in the 
{ World—Time and money may be saved, and the best that decorative genius creates can 
_ be obtained in Chicago at prices that can not be duplicated—quality considered. 
BOTANICAL DECORATING CO. | MODERN ART STUDIOS 
319-27 W. Van Buren Avenue | 431 N. Clark Street 
Artistic Decorations and Artificial Flowers | Modern Display Decorations 
CHICAGO CARDBOARD CO. | PAASCHE AIR BRUSH CO. 
664-670 Washington Blvd. _ 1902 Diversey Parkway 
Art Poster Card and Mat Board Air Brushes and Accessories 
£ CHICAGO DISPLAY MART, INC. REFLECTOR & ILLUMINATING CO. 
178 W. Jackson Blvd., Reom 713 1417 West Jackson Blvd. 
Window Display Fixtures—60 Exhibitors | Lighting Equipment for Show Windows 
CORNELL WOOD PRODUCTS CO. G. REISING & CO. 
190 N. State Street 229 W. Austin Avenue 
Cornell Wood Board Better Artificial Flowers 
CURTIS-LEGER FIXTURE CO. REYNOLDS ELECTRIC CO. 
239 W. Jackson Blvd. 2677 W. Congress Street 
Wax Figures and Display Fixtures Reco Color Lighting Equipment 
INTERNATIONAL REGISTER CO. SCHACK ARTIFICIAL FLOWER CO. 
13 South Throop Street 134-140 North Robey Street 
“CUTAWL” Decorative Cutter Window and Interior Decorations 
| ee 
THE KOESTER SCHOOL GEO. E. WATSON CO. 
314 S. Franklin Street 164 W. Lake Street 
Display and Card Writing Instruction Lettering Brushes and Supplies 
Endorsed by most critical and discerning displaymen and merchants 
everywhere—and recommended to progressive purchasers by the 
Buyers Service Bureau of the DISPLAY WORLD 
Write for Catalogues! 
Copyright, 1924, by The Display Publishing Ce. 
tenes «9 l ’ Tite Tht, hy | } TAREE 
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‘Why ‘ohe 
“DEALER 
“CBAEKS 


Promiscuous Distribution and Slighted In- 
stallations Turn Him Against Advertisers’ 
Displays 


By N. W. REYNOLDS 


Window Display Service, Inc., 
Salt Lake City, Utah 


ANY displays are received with a positive 
color scheme demanding the use of these 
colors. -In stores having more than one 
window, this destroys the display and those 

adjacent to it. The colors of the other displays may 
not be complementary, causing each to sap the vital- 
ity of the other and destroy the appeal. And again, 
in stores ‘having two, three, or up to six windows, 
different colors being used at the same time wreak 
havoc on the store’s appearance, making it look like 
a circus. Some dealers are now demading that all 
their windows have the same colors or none at all, and 
the installer is at a loss to know what to do. 

The installer must use every iota of salesmanship 
to make the installation and still the druggist doesn’t 
want it. Jobbers won’t push an article that they don’t 
have exclusive wholesaling on, or if the manufacturer 
does direct selling. Therefore, little help is expected 
from them; on many items services are selling more 
than the jobbers. 

Greatest of All Errors 

To send display material out promiscuously, hoping 
that the dealer will use it, is the greatest of all errors. 
He won’t, even when a special deal is offered as the 
bait. We know—we’ve seen it tried many times. 

The dealer has received so many displays that it is 
impossible for him to ever hope to use them, good or 
bad. This has created the attitude that one never has 
to worry for display material, for if this house stops 
sending it, another set will be along in the next delivery. 
Thus the material is lost—never used. 

Some houses require their salesmen to make the 
installations. This is a grievous mistake. Here is an 
example: A salesman made a sale to the buyer of 
the local drug buyers’ club. As he was going out he 
hesitated, came back, and said that he would like to put 
a window in. 

“Who will do it?” asked the dealer. 

“Oh, I will,” he replied. 

“No, not just now, thanks.” 
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Turning to me as the salesman left, the dealer said: 
“I don’t want to belittle you. You have made a pro- 
fession out of window work, but when a salesman 
comes to me and tells me I ought to buy his product, 
that I am wrong on his competitive brands, he places 
himself on a higher plane than I. Then he wants to 
put in a window. He drops down to the level of the 
boy who sweeps out and runs errands. For when you 
don’t put in the window the errand boy does. I wonder 
if this man’s goods are of the same caliber?” This sales- 
man lost his dignity, cheapened the product he was sell- 
ing and lost the confidence of this buyer. 

Advertisers should stop the sending out of display 
matter as stated above and also stop forcing their rep- 
resentatives to make installations. 

Advertisers do not analyze the conditions of dif- 
ferent localities. What may be the case in one place 
is far from being so in another. Certain articles are a 
drug store item in one place and a grocery item in 
another. What one service company can do in their 
territory, another cannot. 

Recently a salesman demanded that we install a 
number of displays in the local drug stores in three 
days. “It can’t be done” was what I told him. 

“Why not? They do it for me in Chicago, Detroit, 
Cleveland, and all through the east.” 

“All fine and good,” I answered, “but in those places 
there are hundreds of stores. Here there are less than 
a hundred. And also, in those cities, the services do 
not have the control over the windows that we do. 
There are many installers servicing the windows—not 
one; that is, one real service that is dependable. We 
promise and see to it that all our installations live 
two weeks. To take out any display before time would 
be just the same as stealing. And if we wish to endure, 
we can’t be double-faced. Even you would be dubious 
of your windows after leaving.” 

The things that really influence the price of in- 
stallations are quality, quantity, the cost of doing 
business, and the cost of living in that region. 

For successful installations I would suggest two 
plans: First, if a spread is wanted, employ a reliable 
display service. Its executives know the situation, the 
dealers, and the windows ; second, send a reliable serv- 
ice company in each city or state a number of display 
units. Advertise that these displays can be had and 
will be installed on request only. When these re- 
quests are received send an order to the service com- 
pany for the installation. The result will be a material 
saving on displays. 

And talking about waste, here is another element 
for consideration. When a display has been taken 
from the window, the material is generally thrown 
away. This creates a feeling of independence on the 
part of the dealers and works against a second use of 
material, also operating against all dealer helps. All 
material should be salvaged for rescue or placed upon 
the ledge as an interior display. 

On one contract of Feen-a-mint we made six in- 
stallations from 85 per cent of the display units. 
Think what a saving that was for this advertiser—not 
to mention the respect it created for the material and 
the good-will created for the commodity. No one 
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Difficult Probl ? iy, 
a icu ro ems e "ge of the difficult problems often put up to our Exhibit Shop 


—not ; mee f 
is that of building up a de luxe window display for some of our 


We Let the larger distributors, particularly department stores. 


live “The World Display (illustrated above) was made with one of 
your ‘Cutawl’ machines. The small part of the display at the 

ould base represents three of the largest fields for incandescent 

lure lamps: industrial, commercial and home lighting. 

: “The action of the display is that the sun and moon revolve on 

10US a pivoting arm. A small motor geared down through pulleys 
and belting rotates this arm so that the sun gradually rises on 
one side of the world as the moon sinks on the other. As the 
sun sets and the moon rises, different parts of the display at 


= HELP YOU! cp 
oing 2 “These parts are built up of layers of wallboard cut in the 


various shapes to give the impression of depth. The windows 
































When a difficult problem of display confronts as well as the outline of the display were cut on the ‘Cutawl!" 
two you call on the Cutawl. Doing the unusual prs Howed winites” OO ee 
able E. F. LUMBER, 

“the Sa al NELA SCHOOL OF LIGHTING. 
play 

and becomes a commonplace to the users of the Cutawl. This 

re- practical machine produces accurately-cut designs of sur- 
om- prising intricacy and performs with mechanical precision 
erial what has always been most difficult to do by hand. 

Get maximum attention with attractive displays—Action 

sep —Variety—Sensations. 
ken 
own Take Advantage of Our Liberal 10-Day Trial Offer! Operate the Cutawl! Prove 


Its Usefulness! Write Today for Our Interesting Catalog Showing Work Done? 


the : & 
e of For cutting screens, panels, floor blocks, valances, THE INTERNA TIONAL REGISTER CO. 


ledge pieces, stencils, cornices, bases, flower designs, 


All mannequin cut-outs, etc., the Cutawl has no equal. 1302 South Throop Street Chicago, Ill., U. S. A. 
It is portable, compact and powerful. 


pon 
NOTICE!—THE INTERNATIONAL CUTAWL DISPLAY MEN’S COMPETITION FOR 1929! 

in- For the past three years users of Cutawl have been invited to submit, in competition, photographs of Window Displays, produced with the 
: aid of the Cutawl. For 1929 we are offering $250.00 in Prizes for the best designs. All photographs submitted should be 8 x 10 inches. Two 
uts. unmounted prints of each photograph are required—one for the judges without any marks of identification; one for our information, giving 
description, name and address of designer, etc. All photographs must be submitted so as to reach us not later than June: 13, 1929. Prizes 
-not of $75.00 First, $60.00 Second, $40.00 Third, $30.00 Fourth, $25.00 Fifth, and $20 Sixth will be awarded by the judges during the International 
1 Association of Display Men’s Convention at the Stevens Hotel, Chicago, in June. We will pay each contestant $1.00 for his set of prints, 

and whether he wins a prize or not. 
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A Gorgeous Sunburst of Silks Employed in the Chief Unit of J. W. Trainor’s Spring Opening Windows for 
J. R. Jones Company, Kalamazoo, Mich. 


associated this article with rubbish being stepped on 
and kicked around on account of the material being 
among the rubbish. 

There are salesmen working the trade, making 
sales on the plea that window installations will be 
given. The goods are delivered, but the window—oh, 
no! That was a trick of the salesman. Therefore, the 
house cannot understand why their sales are down and 
that dealers do not respond to their products. 

We have found that one of the best ways to create 
sales and dealers’ good-will is to place free samples in 
the window with an explanatory card and a counter 
display on‘the inside with samples for the dealer to 
distribute. On checking back we know of increased 
sales for a long period after the display had died. 

“Wolf, wolf!” is the cry of some advertisers who 
have found displays not as they expected. The adver- 
tisers have created this condition not only in demand- 
ing “Shylock’s last penny,” but by furnishing insuffi- 
cient material, breaking their contracts and schedules, 
or by leaving the hiring of installers to their brokers, 
jobbers, etc., who employ their friends, sons or other 
inexperienced men. If their displays do not produce 
or are not up to specifications, the advertiser con- 
demns the whole gamut of window installation. 

Advertisers Are Now Mere Informed 

However, these conditions are passing. Spasmodic 
campaigns are giving way to continuous employment 
as the value of windows is being proven. And the 
prudent manufacturer is going a step farther in 
dealer helps, tying up all other mediums of advertising 
to the point of purchase with a clincher—the window 
displays.” 

Most advertising counselors have discontinued de- 
manding a “rake-off’’ from the services. The dealer 
is depending on the trimmer for rejuvenation of his 
windows. So good is the latter’s service that his obli- 
gation is now placed upon the services and the dealer 
is relieved to employ his time on other parts of his 
business. 

Notwithstanding the good that can be derived from 
no other source (and I mean “good” other than. the 
mere installation, for this is but a part of every reliable 

service's offering), buyers of window installations 


go 


into the market looking for “price,” which is not diffi- 
cult to obtain and usually they get what they pay for. 

Here is an example: In Los Angeles there are 
many installation services, the competition for con- 
tracts is keen, and naturally the element of price in 
the thing is what advertisers are looking for. Quality 
is forgotten. In order to exist the service companies 
in that city are cutting the windows into small squares 
by using a shelf through the center. In this way they 
get four or six windows out of one regular sized one. 
Don’t blame the service companies for this situation 
that price hunting advertisers have created. They get 
what they pay for. While there last summer an adver- 
tiser showed the writer a contract at 65 cents a win- 
dow—think of that! 

Seldom are the operating expenses of the successful 
services considered. The overhead is quite the same 
as in any other business. Rent, wages, heat, telephone, 
office supplies, etc., and all the taxes, even the work- 
ingmen’s compensation and liability insurance, must be 
gotten out of the installation price. Then, again, there 
are non-producing employees who must be maintained 
for the benefit of the advertisers, such as stenog- 
raphers, inspectors and stock boys, who never make 
an installation to bring in a dollar, but must be paid 
from the installer’s profit. These things greatly re- 
duce the profit on this work and it is no wonder that 
advertisers are disappointed in what they receive, for 
they barter and demand the impossible. Only those 
services which are getting a fair price for their work 
can please the advertiser with their installations, for 
they alone can give what is expected; they get paid. 

It is better for a service company to turn down a 
contract holding no profit than to accept one wherein 
they lose money, for they are just that much in. 

So the vital thing to consider in contracting for 
installations is not how pretty or how cheap, but how 
good and what results. 

The usual attitude stated in the beginning shows: 
(1) That pretty displays attract only and are mostly 
non-productive ; (2) it takes more than fifteen minutes 
to install a display properly; (3) and service com- 
panies are not to blame for many failures and the 
advertiser holds the key to the success of his investment. 
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he. SEIERTR 
STUDIOS 


J. WARING CARBPENTER 





36 Inches High 


Cylinders are 12 inches in diameter finished in 
highly polished metal, either brass, nickel or 
copper; etched effect modern decorative design or 
plain. A few sets of these units will permit of 
your building any number of attractive and dis- 
tinctive displays; can be used for both window 
and interior. 


Set of 3 as illustrated .......... $17.50 

Illuminated set with ground glass top wired 

ready for use, per set additional.. $9.00 
(Chromium finish slightly higher ) 


Our chief line is that of creating and manufac- 
turing individual displays carrying out the dis- 
playman’s ideas in their rendition. 


However, we do manufacture a stock line of popu- 





24 Inches High 


DESIGNER — SUPERVISOR 


PITTSBURGH. PA. 


Set of Three 

















Lo 


12 Inches High 


lar priced items; the number featured above is 
one of this line, and, should you try out this num- 
ber, we feel assured we will thereby gain your 
confidence and be in line to be favored again by 
your patronage. All work is under the personal 
supervision of J. Waring Carpenter, whose many 
years’ experience in this field assures you the 
ultimate in modern creations. 


At the Convention our showing will embrace a 
wide range in mediums and design. Our rendi- 
tion of new mediums, never before shown, and 
of standard mediums will make an “Exhibit 
Spectacular.” 


We look forward with pleasure at seeing you 
there and anticipate this convention to be one 
long remembered. 


H.-F. SEIFERTH COMPANY STUDIOS 


330 SAMPSON ST., 
NORTH SIDE 


DITTSBURGH,. BPA. 


121 FANCOURT ST., 
DOWNTOWN 
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Fixtures Count Heavily In Shoe Trims 


Rise of Displayer as a Factor in Rendering Goods Attractive Is 
Demonstrated in Work of This Gifted Trio 


WINDOW that caused much comment,” is 

the declaration of Floyd A. Ruthroff, display 

manager for the Crew-Beggs Co., Pueblo, 

Colo., in discussing a showing of shoes that 

he installed in connection with spring opening events. 

“It had a background of rose silver and black and the 

‘blocks’ which served as displayers were in silver and 
black.” 

Inspection of the display discloses that the body of 

the background was black with column reliefs in silver 








ornamented with strips of rose and circular cut-outs in 
modern designs. Elevation of the footwear was ob- 
tained by use of seven step displayers, all variations 
of cubes. The body of these was silver, but triangular 
decorations of black fabric were affixed to each piece. 
In addition, three miniature mannequins bearing shelves 
were employed to break the solidity of the cube dis- 
plays. The floor was covered with a light cloth and 
blocks of pure white were laid upon as mountings for 
the shoes that rested directly on the floor. 

Approach of the Chicago 
I. A. D. M. convention causes 
George R. Russell, display man- 
ager for the William Hengerer 
Co., Buffalo, N. Y., to call at- 
tention:to a display that brought 
him first prize in the shoe di- 
vision of the last I. A. D. M. 
contest. This composition was 
fashioned in a style consider- 
ably ahead of the moment, em- 
bracing a lighted recess in which 
a modishly garbed mannequin 
was posed, and two tiers of 
plastic-covered step displayers 
running the full length of the 
window to the right of the 
recess. The right wall of the 
latter was brought down in a 
series of steps that terminated 
just behind the rear displayer, 
creating an unbroken mask for 
the lower reaches of the back- 
ground. The front displayer 
was cut low at the left and rose 
sharply at the right, enabling 
the decorator to give full prom- 
nerce to the displayer unit be- 
hind it. 

The shoe trim was not 
crowded, but introduced enough 
footwear to yield a comprehen- 
sive view of spring features. 
By using light leathers against 
the steel-colored background 

(Continued on page 71) 





CUBES AND CYLINDERS— 
Cubes and cylinders are the media 
which make these displays effec‘ive. 
Floyd Ruthroff, Crews-Beggs Com- 
pany, Pueblo, Colo., uses silver 
cubes against a black hanging; G. 
R. Russell, Wm. Hengerer Com- 
pany, Buffalo, shows silver dis- 
players against gray hangings, and 
J. R. Honold, Bonwit-Teller Com- 
pany, Philadelphia, employs fluted 
metal cylinders. 
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This Marvelous New “Leaf” Paper Makes 


Wonderfully Different Backgrounds and Drapes 


ENKRUSTO 
SUMMER 


WINDOW 
CONTEST 


There are colors of Enkrusto par- 
ticularly suited for summer win- 
dows. Use them in a trim between 
now and August 15th and win a 
prize. 


Send us a good photograph and 
description of the trim, telling just 
how and what colors of Enkrusto 
were used. Windows will be judged, 
1st, from the general effectiveness 
and merchandising value; 2nd, the 
effective use of Enkrusto in back- 
grounds, panels, drapes, or on floor, 
etc.; 3rd, color combination (judged 
from the description sent); 4th. 
new uses and effects obtained from 
Enkrusto. 


MOEFE beautiful, more durable, more easily handled than real $ 50 IN PRIZES 


silver and gold leaf, yet at a mere fractio f th ‘ 
8 » J rote eo First Prize..... $25.00 











Enkrusto, the paper unique, will not tarnish or grow dull with S d Pri 1 

age. It can be hung like wall paper or draped like cloth. Six nies aaa. ee ta 
different two-tone colors make entirely new effects possible (green on , “ ‘ s’x7” 
gold, red gold, blue gold, green silver, red silver, blue silver, plain larger, bearing, the store and. dece- 
or cloth embossed). These colors are permanent and washable! at ae ime sant ee 
Think of it! You can have a new beautiful leaflike background midnight pay on “Sth. No ma: 
and metal cloth drapes in your window every week! No staggering iter nal -in teem e te 
costs—no delays—but startling results quickly and easily attained. Septemsber ist. 
Each roll of Enkrusto (26” wide and 221%’ long) is carefully in- eat lee F esange iam 
spected and wound on a hard core, assuring you that every inch of . oe 
paper will be usable. It matches up perfectly when laid on large we SES: $1.50 
surfaces giving the effect of one huge sheet of burnished metal. we ca elk She seston. 
New uses are being found every day for this wonderful paper. ‘ 

Try some—only $1.50 a roll! W/ rite for Samples 


Today! 








THE Teer Le. PRESS 


APPLETON, WISCONSIN 
EE eer te ee er es 


Send me....rolls of Enkrusto, colors........ 


TH E PAP E RK U N I QUE \" will find $........ enclosed. o 4 








— THE TUTTLE PRESS CO., Appleton, Wis. Me 
Yes! I’m interested in Enkrusto! 
Send me samples by return mail. 
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Show Paints Before a Sunburst 


A Crepe Paper Fabrication of This Time-Tried Mode of Decoration 
Accords Compelling Attention Power to the Goods 


By CECIL €. RILEY 
Better Business Department, Hall Hardware Co., Minneapolis, Minn. 





LMOST every patron that the average hard- 
ware dealer has is a potential customer for 
paint this spring and during the early sum- 
mer. Being conscious of this fact, or at least 

deeming paint a seasonable product many dealers will 
feature paint displays, but most of these will be the 
usual unattractive piles of cans, brightened, perhaps, 
~by introduction of a few color charts. 

Now to get clear away from this old and antiquated 
plan and to embark on a new order of trimming, sup- 
pose that we indulge in a sunburst. Let us contrive a 
flashing combination of colors in the sequence of bril- 
liancy, one color succeeding the other naturally and 
easily and yet all blending together in rich pageantry. 

We can do this with a background of many colored 
drapes. Starting at the base and working up the right 


side, we begin with.a drape of red paper tacked first A Numbered Chart Showing How the Colors Are Placed. 
Use It With the Table Below 
































at the bottom right corner and stretched to the top, 








where it is tacked to the left corner. Then we follow CHART OF MATERIALS AND PLACEMENT : 
suit with the other colors, arranging them in the order Cost: Approximately $1.90 T 
shown in the accompanying chart and diagram. Around : ‘ a Ine 
he sides and corners we run red tubes with rosettes at ote Se. ei See 
the sides anc cc S we ru d tubes w ‘ si 1—Red Drape 9—Purple Drape 
the junction points. 2—Azure Blue Drape 10—Light Amber Drape 
Three boxes are used to build up the display from 3—Dark Amber Drape 11—Black Drape 
the floor, but stands are better, of course, and should be 4—Grass Green Drape 12—White Drape 
used if you have them. The boxes are covered with S—Canary Drape — 13—Light Brown Drape 
black crepe paper, and the floor receives the same treat- eee aoe a ee 
, “I ite 6 soca 7—-Orange Drape 15—Light Orange Drape 
ment. A large display card is tacked up in the left top 8--Nile Green Drape 16—Red Tubes 
corner, serving as the attraction device. Step No. 17—Black Floor 


BO 


Spring is - Decorator 
always a Riley here 
good season shows that 
for paints, careful 
but the trimming with 
average stress on 
paint window color can 
doesn’t cope make these 
with its trims much 


opportunities. more pleasing 
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Sell More Garments with the Style Showette 


Motion Attracts Attention 


The Style-Showette displays like 
a style show. A garment comes 
to the front, stops a moment, 
turns, showing the back and an- 
other takes front position, stops, 
turns, etc. 


Appeals to the Human Element 


The shopper, always interested in 
styles, will watch to see each one 
of twenty garments as they appear 
one after another, which results 
in direct sales. 





See the Style-Showette in Action 
at the I. A. D. M. Convention 





WRITE OR WIRE FOR 
FULL PARTICULARS 


THE MOTION DISPLAY FIXTURE CORPORATION * cincinnati on10 




















beautiful— practical! 
(and sensibly priced) 








BOOTH ILLUMINATED 


18 GLASS 


DISPLAYS 


for windows and interior 


JONES 








JEANNETTE - - . Baas 


Lo Pe George F, Jones ee 











PENNA. 


BOOTH 


16 
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How to Achieve Balance in Color 


A Small But Intense Orange Sun Is Sufficient to Balance a Whole 
Landscape of Green and Blue—How This Is Achieved 


By F. W. PERKINS 


Advertising Manager, Cohen & Wilks, Ltd., Manchester, England 
(From ‘‘The Three Shires Window Display Book,” a Cohen & Wilks Publication) 


UCCESSFUL color in your window at once 
challenges and rests the eye. It is pleasing, 
and leaves a sense of comfort; a result 
achieved not by colors alone, but by a 

tasteful balance of varying tones. 

How is this balance achieved? An “eye for color” 
is all very well, but to choose your colors and make 
them harmonize is sometimes difficult. We are off 
color, so to speak . . . and nor is that a pun. 

In a broad way we may say that color balances 
on a neutral gray, as will be shown later. Any long 
duration of unbalance—either mental, physical or 
spiritual—is an aggravated form of disease. Yet short 
periods of unbalance, or suspense of balance, are very 
stimulating in the effort they produce to regain bal- 
ance. This we see in the modern poster which is de- 
signed for striking momentary effect—‘‘for those to 
read who run.” 

Witness also the purposeful discords in music, the 
condiments with our foods, the inversions of thought 
in our speech. They are stimulants, to be used wisely 
or not at all. We see too many window displays and 
posters which disturb and are immediately dubbed 
“amateurish.” Because it is so easy to be unbalanced 
in color. 

But to achieve unbalance deliberately, that is art, 
and one first must learn what comprises color balance. 

There are three primary colors—red, blue and 
yellow-—from which all other hues are obtained. If 
we add black or white to these hues we obtain color 
values. Thus pink and maroon are values of red. But 
if we mix primary color with primary color we get a 
secondary hue; blue with yellow, for instance, pro- 
duces green, red with yellow gives orange, while 
purple comes from a combination of blue and red. 
These secondary colors also possess values. 

It will be sufficient for this article if we go no 
farther than the secondary hues, so long as it is under- 
stood that a continual blending of all hues in their 
right proportions would eventuate in a pure gray. 
We may say, therefore, that a perfectly balanced pic- 
ture is obtained when all the pigments used, if they 
could be gathered and mixed together, would reduce 
to a medium gray. 

It is an ideal which can be produced almost 
mathematically, but in more space than we have here 
to explain. It can be seen, however, that to use red 
as a base to obtain gray (balance) we must add blue 
and yellow ..: or green. Green is, therefore, the oppo- 
site, or complementary hue of red. Similarly, blue is 
the opposite of orange, and yellow of purple. A 
glance at the circle shows this. A fact to remember 
now is that any.shade of red, for example, is oppo- 





BLUE 





ORANGE 


The Relations of Color in the Order of Their Blending— 
“Opposites” Are Genuine Opposites in This Chart 


site to any shade of green. But we obviously could 
not balance equal portions of pink and emerald, for 
one is a light red, the other a dark green. So we 
must balance values as well as hues. 

We do this by increasing the area of the lighter 
color in direct ratio with the darker. Thus, eight 
square feet of pink and one square foot of emerald 
may produce a color balance. 

Such combinations of opposites are the simplest 
and surest of color harmonies. Properly proportioned 
as to amount of area, a balance of perfect neutrality 
is obtained. 

The use of three or more colors presents a problem 
at once more complex and interesting. Approached 
in regular order, it may be solved harmoniously. For 
example, we wish to blend a red and a yellow with a 
blue. As there are two colors to oppose blue, they are 
simply halved in their quantity. Due regard to values 
will then determine the various areas to be used for 
each color. 

All this may seem complicated until we remember 
that a small but intense orange sun is sufficient to 
balance a whole landscape of green and blue and 
purple. Nature is, in fact, the producer of perfect 
harmonies, and if we follow nature we copy its har- 
monies. Being part of nature itself, our bent is 
towards natural colors. We have an “eye for color.” 
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20 CASH °¢ PRIZES 
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6 700". 
ToBeAs warded in a Y ecslideac Ee 
Winpow DisPLAy CONTEST, 


Engraved Certificate of Award Accompanies Each Prize! 


FatHer’s DAY comes on 

d June 16th. One thousand dollars in cash will be 
: ; awarded by the Associated Men’ S Neckwear 
lodusteles “ed the best Father S Day Displays of cut 

t silk neckwear. Every retail store is eligible ae 
your photo is your entry. Make your plans for 


t a winning window now. 


Your neckwear manufacturer will be glad to 


Ss 


send you window display cards, streamers and 
other publicity material. Write to him today. 


a 3) —_— _ 


Sponsored by the Associated Men’s Neckwear Ind., Inc. 
432 Fourth Avenue + + + New York City 
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How to Trim With Crepe Paper 


A Scheme Demonstrating That Modernism Can Be Applied to the 
Paper Decoration—It 1s Conservative Despite Its Modernity 


By PAUL R. PEARSON 
Pearson Art-Trims, Ashtabula Harbor, Ohio 


HE crepe paper panel probably offers more 

ideas for attractive backgrounds than any 

other form of crepe paper decoration. A\l- 

though the accompanying illustrations show 

the panels placed at a slight angle, it would be equally 

simple to make them oblong, square, or diamond 

shaped if desired. However, I have tried to show, con- 

“trary to the belief of many decorators, that crepe paper 

can also be placed in a modern style. There is not enough 

modernism here to go against the grain of those not 

partial to this new form of decoration, yet sufficient 

for the remainder, whose love for a change is ever on 
the alert. 

Before going farther I want to remind you that the 
panel cannot be placed successfully in windows that do 
not have a solid back. Because crepe paper loosens and 
stretches under changing atmospheric conditions you 
will understand that it is necessary that the panels be 
stretched slightly while being placed. This, of course, 
requires tacking over an unrestricted area, because pins 
and paste do not work out so well where paper is 
stretched. But this should not discourage you, because 
there are so many windows with solid backs, and these 
offer you a chance to break the monotony of other ordi- 
nary jobs. 

The first step in the trimming of this window is to 
cover the solid walls with a desirable shade of paper. 
A light neutral shade is usually most desirable. Take 
the roll from the package, fold to find the center and 
cut in two. You now have two pieces, each five feet 
long. Take one of these five-foot pieces and wrap the 
end around a cardboard or stick, and, with the shiny 
side of the paper toward the wall, tack along the ceiling. 
Now go to the bottom end, roll another stiffener in as 
you did at the top, stretch to position and tack. Pro- 
ceed in this manner until all the solid walls have been 











After the Merchandise Is Installed—Proof of the 
Attractiveness of the Setting 


covered. (I have found that the best material for 
stiffeners is strips of wood about nineteen inches long 





and one inch wide. Something about the stock of a 
yardstick is ideal.) 

The next step is to place the panels. To make a 
panel three feet long, take a roll of paper from the 








Here Is the Finished Background Revealing Its 

Strong Contrasts 
package and cut off a piece measuring that length. 
Now, if you desire panels designed as the ones shown 
in the illustration, it will be necessary for you to cut 
the ends at an angle before trying to nail it to the wall. 
However, if you want to make your panels oblong or 
square, this will not be necessary. Nail the piece you 
have cut in the position shown in the illustration, being 
sure to stretch the paper as much as possible before 
tacking down the bottom end. After you have this 
piece in place.add a tubed border to it. Tubes are made 
in the following manner : 

Slip about two inches of a roll of paper out of the 
package and cut off. With the shiny side of the paper 
toward the wall, fold the end of this strip down twice 
in quarter-inch folds. Now fold the edges in, making 
a little pad into which you can drive your tack. Tack 
this at the top outside edge of the panel. Allow the 
remaining portion of the strip to fall to the floor, cut 
off about one-third short of the required length, fold as 
you did at the top, stretch to position and tack. This 
method is carried out wherever tubing is needed. 

After the panels have been placed the next step is 
the valance. Slip about an inch and a half of a roll of 
paper out of the package. Now measure in from each 
edge an inch and a half. Start your shears at this inch- 
and-a-half point and cut the corner off. Do the same 
on the opposite side, unroll the fold and tack up around 
the top of the window. 

By referring to the illustrations again you will note 
that I have stretched tubes from the top and bottom 
edges of the panels. This idea is very becoming to this 
design and you should take great care in placing these. 
The tubes are made after the same rules as those used 
in trimming the panels, which: have already been ex- 
plained. 
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After the upper part of the window is complete, 
start on the floor. A border about two inches wide and 
stretched before tacking in place is placed around the 
sides of the window and on the floor. 

The Deodo poster used in this window is especially 
well adapted to this particular type of background, but 
there are many other advertisers whose units would 
work out as well. To get the best results, be sure that 
the center poster is placed high enough to show off the 
display columns on each side to their best advantage, 
‘Yo place the center poster too low would be to give the 
finished window an unbalanced appearance over all, 
which must be avoided. 

The tube display blocks are made of wallboard 
painted to harmonize with the color combination of the 
background. These blocks are twenty-two, seventeen 
and twelve inches high. These can be cut and put to- 
gether in fifteen minutes, 

You will note that I have used very few articles of 
merchandise in my display, yet I am sure you will agree 
that the manner of placement makes as neat a display 
as one would care to have to his credit. 

Try this design for a quick and simple, yet attrac- 
tive and appealing display. 





NEW LIGHTING UNIT INTRODUCES MOBILE COLOR 
It is only logical and to be expected that the modern trend 
should be toward mobile color lighting in an age that has 
little patience with anything static or drab. People today 
want motion above all things, and, just as the magic lantern 
has been displaced by the movies, so before long “still” color 
lighting will be a relic of a quaint and rather “poky” past. 

If the rainbow, instead of being a fixed arc, should con- 
stantly shift its tints, blending blue with red and transform- 
ing yellow into a soft green, it would look very much like the 
new Colormatic in action. The Colormatic dimmer combines. 
color, light and movement—an arresting triology. Only three 
color circuits are necessary to blend all of the spectrum 
shades in a cycle of thirty seconds. When one color circuit 
is decreased an equal quantity of another is correspondingly 
increased, but so gradually and smoothly that there is never 
a hint of a flash or a variation in intensity. 

The variation and beauty of the effects obtained by Color- 
matic make it valuable for use in the floodlighting of build- 
ings, in landscape architecture, in ballrooms, hotels, restau- 
rants, theatres, motion picture houses, show rooms and lobbies. 
Signs and bulletin boards illuminated with mobile color catch 
and hold the most jaded eye. 

The Colormatic designers and illuminating engineers are 
available for any special decorative and pictorial effects de- 
sired. Remarkable demonstrations of this device are now 
being given at the new headquarters of the organization 
Colormatic Light, Inc., at 33 West Forty-second Street, New 
York City, under the guidance of their president, Arthur P. 
Segal. 


MURDISON COMPANY MOVES DISPLAY ROOMS 

The Murdison Company, Inc., whose line of Anaglypta 
display papers and other novelties is favorably known by the 
display profession, have removed their main offices and dis- 
play rooms to 48 West Forty-eight Street, New York City, 
continuing under the directorship of Harry Galloway. <A 
ew Boston (Mass.) office has been located at 420 Boylston 
“treet with Frank Taylor, assisted by A. E. Crawley. This 
organization will be represented with its complete line at the 
Chicago I. A. D. M. convention at Booth No. 47. 








TO REPRESENT ONLI-WA IN EAST 
7 Nat Siegel, formerly of the Frankel Fixture Company, 
sew York City, has taken an eastern territory for The Onli- 
‘Va Fixture Company, Dayton, Ohio. 


















“Better 
‘Displays 


Are Made With 


REISING’S 
Better Decorations 
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Our Travelers are on the road with our 
Fall Line— 


WATCH FOR THEM 
a on 


Also on Display 


at the 


I. A. D. M. Convention 
Stevens Hotel, Chicago 


EXHIBIT No. 41 


JUNE 17TH TO 20TH 





e 


G. Reising & Co. 


The House of Flowers 
227 West Austin Avenue 


Corner Franklin Street 


CHICAGO, ILL. 
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6verythi ng Points tof 
L.A. ) } 


A Few of the Many 


Features 


50 Talks, Discussions and Lectures by Experts 
Display Methods Standardization of Funda- 

mentals 

30 Competitive Demonstrations , = 

10 Model Windows Trimmed Daily =5 AA ae / 

10 Feature Demonstrations Each Day ZY | 

100 or More Valuable Merchandising Ideas Every 
Day 


100 Live Wire Speakers—among them 
ARTHUR BRAYTON, Editor, Des Moines, Iowa 
TOM LESLIE, Fashionist, New York 
W. Z. TUCKER, Sales Mgr., Wieboldt’s, Chicago 
EDMUND KELLOGG, Chicago Academy of Fine Arts 
CLEM KIEFFER, Display Executive, Buffalo 
W. P. YORK, Peoria Display Co. (Illustrated Talk) 
CARL GIBSON, Standard Publishing Co. 

H. H. TARRASCH, Display Executive, St. Louis 


W. L. STENSGAARD, President I. A. D. M. (Address 
with Playette) 


See and Hear All This and More—The 
Opportunity of a Lifetime! 


HOTEL STEVENS, CHICAC 


For Complete InformigPetai 
International Association of Disp 2 


If You Cant Get Away 


Your attendance willf 4 
Investment tO your F < 
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ofe Biggest and Best 
Wire NTION 


You Can't Afford 
to Miss 


32,000 square feet of Manufacturers’ Exhibits— 
Greatest Showing in History of Display 


Departmental Exhibits, Research Reports and 
Luncheon Discussions Daily 


World’s Largest Photo Exhibit and Contest of 
Displays 

Educational Exhibit, “The History of Display” 

Affiliated Club Demonstrations and Playettes 







Wonderful Entertainment Program: 


Monday Evening, “Stag” for the Men 
Theatre Party for the Ladies 


Tuesday Evening, Everybody the Guests of 
Display Equipment Association 


Wednesday evening, “Whoopee” for all—the 
Famous Joe Lewis, Master of Ceremonies 


Special Tours and Parties for the Ladies 


Every Day Packed Full of Valuable 
Merchandising Ideas 


~ JUNE 17, 18, 19, 20, 1929 


Detailed Program, Write 
isp, 223 W. Jackson Blvd., Chicago, Ill. 


yju Cant Get Anywhere; | 


I] 2 dividend paying, 
‘Band to yourself © 
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Tricks In Trimming Men’s Wear 


The Relation of Displayed Goods to Backgrounds and Color Schemes 
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for These Supports—Sheeting Versus Wallboard 


HE average passerby will not be attracted by 
faulty trimming of men’s clothing, but they 
will be attracted by garments that are. well 
pressed and padded to perfection,” says 

E. D. Edsell, display manager for Bond Bros., Inc., 
Columbus, Ohio. “If a suit or topcoat does not look 
well in the window and is not pressed perfectly, just 
bubbles and wrinkles, it should be taken out and re- 
placed by another unless the garment can be pressed 
over or shaped out by the displayman. 

~ “As to color schemes in men’s windows, one color 
should dominate the group or unit. Backgrounds 








should be-light but not too extreme. In my windows 
I use caenstone backgrounds in two-toned buff color- 
ings, which show up men’s clothing to perfection. 

“The lights are in the ceiling, tilted at the right 
angle to give perfect lighting, and as to bulbs, I use 
200-watt clear or daylight. I never use a colored spot 
light on clothes, as men and women are both skeptical 
as to color. They like to see the garment in the day- 
light, and colored lights are confusing to the eye. 
However, in upstairs windows they are fine, for they 
attract attention. You are not showing pattern as much 
as to let the public know you have a men’s store. 

“The predominating prin- 
ciple of all clothing displays 
should be that no garment, 
whatever the price, will readily 
sell if not properly formed or 
draped.” 

“T use scenic paintings in 
nearly all of our backgrounds, 
as they give depth, perspective 
and a theatrical backing, with 
nature’s color schemes harmon- 
izing with all the varied shades 
in wearing apparel,” is the as- 
sertion of Bruce Phenix, Per- 
kins Bros. Co., Paris, Texas. 
As my appropriation is limited, 
a scene takes the place of more 
expensive draping material or 
wallboard. 

“I think the spectacular 
should be sought in back- 
grounds, as it places your win- 
dows in a class above the usual 
and uneventful run. We find 
that this type of display has 
pulling power, creates comment 
and builds prestige through the 
extra effort. We prefer back- 
grounds that cover the entire 
perment ones. A framework 
covered with brown sheeting, 
heavily calsomined or given a 
stucco effect with a thick mixture 

(Continued on page 95) 





ATTENTION WINNERS—Top, a 
b'ack and white background for 
pajamas. L. C. Hendrix, Ritter & 
Mayer, Youngstown, Ohio, found 
this so effective that in three days 
the stock was practically sold out. 
Center, a spring opening trim by 
Tom E. Lynn, The Diamond, of 
Charleston, W. Va. The base is a 
striking showing of robes by Max 
Safir, Smith-Kasson Co., Cincinnati. 




















a 














fay, 1929 DISPLAY 





WORLD 























/ Display Fixtures » 


N the most appropriate and effective 
designs ever produced to properly im- 
part richness and character to a window 
display. 
MODERNISTIC FIXTURES 
Typifying elegance in simplicity of line and 
advanced craftsmanship. 
Creating a distinctive artistic appearance. 
Enhancing the sales appeal of your window. 









Manufactured by 





ACME WINDOW FIXTURE SERVICE, INC. 


1038-40 WEST VAN BUREN STREET CHICAGO, ILLINOIS 


























» Announcing 
a Merger of 
the First 


Magnitude in the Field of Display Equipment 


Sar.tow-Kimne® 


INCORPORATED 


KERS OF THE BEST one 


RANKEL 


Sales and Exhibition Rooms 


515 SEVENTH AVENUE 
NEW YORK 





DISPLAY FIXTURE CO:: 


In response to the accelerated requirements of modern business and 
to effect deep-seated economies in production and sales, the Frankel 
Fixture Corporation has merged in with the Barlow-Kimnet Co., Inc. 


With concentrated facilities and augmented personnel, the new organi- 
zation henceforth greets its innumerable patrons and other friends as 


The Barlow-Kimnet-Frankel Corporation 


515 Seventh Avenue New York City 





We will greet our many display friends at our Booth at the annual International Display Men’s Convention, Chicago, June 17-20. 
Be sure to look for a new sensation that we will exhibit there. 
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Human Interest Aids Foundation Garb 


The Public Never Fails to Respond to the Novel—Lively Depictions 
of Life or Flights Into the Fantastic Perk Up Attention 


HANGING character- 
istics of dress give 
to foundation  gar- 
ments a new signiti- 

cance, attested each month by 
the larger inroads of these ac- 
cessories upon the shop win- 
dow. As profit makers for the 
instutition, as builders of cus- 
tom, and as elements of com- 
plete store service, they warrant 
all the attention that is given 
them. 

But there can be nothing 
less interesting than an ordi- 
nary corset display revealing a 
few forms girded by the fea- 
tured garments, or spread on in 
dull arrays. There is a means of investing these wares 
with an abundance of human interest, and, in view of 
the handicaps which attend their sales, resort to the 
attention-arresting qualities of such constructions is 
important. 

For the public, regardless of sex, never fails to 
react to the novel. In variety lies the spice of life. 
When a matter-of-fact presentation can be transformed 
into a lively depiction of life or a venture into the fan- 
tastic or unreal, old human nature perks up and testifies 
to its pleasure by record-breaking attention. 


Granting that such interest is not always productive 
of sales impetus, it may be safely pointed out that a 
straight merchandise presentation, with no thought of 
concession to popular fancy, is even more lacking in 
productivity. It is not possible to sell every person 
who passes, or every one who stops to look at a dis- 
play. It is good fortune to transmute a tenth of them 








Just a Display of Foundation Garments, But Everett Quintrell, of Elder’s, Dayton, O., 
Has Converted It Into a Boudoir Scene 


into potential patrons. Certainly in this day of keen 
competition, prospective business cannot be created for 
stores that cannot succeed in developing a kindly inter- 
est. The passer who is not in the market today may 
be a live prospect next week. Will he come to your 
store if he has not found something about its advertis- 
ing, displays, or general aspects, that attract him? 


These are the reasons which prompt dealers to en- 
courage displaymen in the production of human inter- 
est windows. They are the causes which should impel 
the buyers for corset and foundation garment depart- 
ments to exhibit a lively interest in such displays. In 
addition, there is the very evident need for consistent 
propaganda in behalf of these garments, a propaganda 
that can be expected to minimize a resistance to their 
wear which several years of ultra-modernism in dress 
has created. 

When Everett Quintrell, display manager for the 
Elder & Johnson Company, of 
Dayton, Ohio, fashioned a bou- 
doir window to back up this 
intimate apparel he was follow- 
ing a rule long maintained by 
his organization—that genuine 
interest can be best stimulated 
by better than average displays 
The dressing table and bench, 
the screen at one corner of the 
window, the negligee clad figure 
peering around one corner, con- 
tribute a zest to the composition 
that could not be imparted toa 
purely merchandise trim. An 
yet the selling features were 
not ignored. The forms across 


* 





Not So Much of the Dramatic Here, But an Orgy of Color—Leslie Slack 
Installed the Trim at the 1928 I. A. D. M. Convention 


the foreground, the garments 
draped on stands, the specimens 
laid across the bench of the 
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combined in presenting the style features of immediate 
interest to the viewer the moment she passed beyond 
the boundaries of casual concern. 

A demonstration at the last I. A. D. M. convention 
installed by Leslie Slack, of the Wurzburg Dry Goods 
Co., Grand Rapids, Mich., utilized another plan for 
obtaining interest by exhibiting a lingerie clad figure 
before a background of surpassing appeal. The pretty 
mannequin stood out against the bright panels of the 
lithographed background with compelling force. About 
her was grouped a quartet of miniature forms, each 
clad in a tiny garment correct in line and fabric. 

The walls and sides of the demonstration booth had 
been covered with black sateen, which brought out the 
colorful background material in a strong and appealing 
fashion. With this atmospheric quality well developed, 
the arrangement of the display was of comparatively 
little moment. Ordinary symmetry and balance were 
all that was required to insure it adequate grace, and 
Decorator Slack was quick to provide it with these 
requisites. 





Modart and Windowed by Paul. Hamlin, Oransky’s, 
Des Moines, Iowa 


A vestibule window used by Paul Hamlin in stress- 
ing these products during the Fall Fashion Review at 
Oransky’s, Des Moines, Ia., last autumn was filled with 
a group of dealer helps successfully routed by Modart. 
These consisted of miniature forms of very modest size, 
whose values as interest arresters rested chiefly in their 
diminutiveness. As Hamlin employed them, they ap- 
peared before a modernistic screen set on white and 
black marbleized floor blocks. By the use of stands 
and pedestals a neat and symmetrical arrangement was 
achieved that made the window powerful enough to 
rivet attention. 





SIEGEL EXHIBIT AT DRY GOODS MEET 

During the National Retail Dry Goods Convention at New 
York, the International Clearing House of New York placed 
an exhibit of Siégel mannequins in a prominent booth. This 
showed a variety of both naturalistic and modern manne- 
quins and was well received by visiting merchants. Figures 
were clad in dresses supplied by Adler & Adler, 462 Seventh 
Avenue, and hats from Sable Bros., 63 W. Thirty-sixth Street. 
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Artistic, Sales-Building 
Displays at Low Cost 


Many alert merchandisers are capi- 
talizing the many display possibilities 
of Cornell Boards to secure most 
productive advertising effects in an 
economical way. 


Cornell Boards open up new oppor- 
tunities for the displayman. The 
smooth, strong, grainless sheets may 
be easily sawed, scrolled, or cut into 
shapes to meet the requiremnts of 
any design. The finished pieces may 
be decorated in any of the modern 
ways — with paint, lacquer, water 
colors or any of the new plastic 
finishes. 


Your Local Lumber Dealer 
Can Supply You—Or Write 
Direct to 


CORNELL WOOD PRODUCTS CO. 


307 N. Michigan Ave. Chicago, Illinois 


OOF aah Sao Ata ae Tee At ON ee 
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What Mannequins Mean to Lingerie 


Replica of Modern Girl Enables Presentation of Intimate Apparel 
ina Manner That Exploits Fineness'and Color 





ERY often it is said that the display window Practically the same rules apply to the majority of 
is a stage whereon are played the dramas of apparel displays. And yet there are exceptions. Lin- 
commercialism. Unfortunately, the critics gerie requires more delicate backgrounds, and infinitely 
who have favored it with this comparison more of the atmosphere of daintiness and fragility than 

have not made a thorough analysis. If the window- frocks. It may be possible to thrill the feminine spec- 
man employed the same technique as the stage manager, tator with dresses shown on forms or draped on stands; 
would there be any headless forms in his “casts?” it may be possible to bring out the beauty of the fabrics 
Would there be any grotesque modernistic mannequins and the fineness of the tailoring by inspection of the 
there? The answer to the query is all too obvious. garment. Window shopping, in large part, depends 


upon the passion for ~*ating | 
dress with dress. Will milady | 
give equal consideration to lin- | 
gerie or other minor accessories 
of dress if shown in the spirit- 
less straight merchandise fash- 
ion? Invariably, no. 

It’s too hard to get a cot- 
ception of how the garment 
looks. In creating the buying 
reaction the mannequin stands 
first, for, though it may be pos- 
sible for “lovely woman” to 
estimate the value of the bit of 
finery shown on a stand, she 
much prefers to see an idyll of 
womanhood in the shop win- 
dow. In the figure before her 
she beholds an idealized likeness 
whose gracious lines are free 
from every blemish. 

When Paul H. Wyss, erst- 
while display manager for the 
Rollman & Sons Company, Cin- 
cinnati, elected to show a trim | 
of black lingerie early in the 
spring, he took cognizance of 
this rule. A_ plastic coated 
background broken by an ex- 
tension jutting out into the 
window served as the relief. 

The silver tones of the back and 
side walls set off the black gar- 
ments with remarkable force. 
A single mannequin seated upon 
a bench occupied the center, and 
(Continued on page 75) 

















WITH AND WITHOUT—Lingerie 
showings, both with and without 
mannequins. There is a wealth of 
human interest in Paul Wyss’ top 
display of black garments for Roll- 
man’s, Cincinnati. George Allen, 
Lebeck Bros., Nashville, likewis? 
use silver backgrounds, but prefers 
headless forms. A. A. Matzer, the 
Lazarus Company, Columbus, Ohio, 
uses millinery heads before deli- 
cately tinted fabrics. 
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Soft, Iridescerit, Many- Hued 
Dennison Pastel Crepe Paper 


And now—like a morning sky—Denni- 
son pastel crepe suggests new and un- 
usual window displays. 


Never before, since the discovery of 
crepe paper, has so novel a decorating 
material been offered to the public as 
the new Dennison pastel crepes. 


Pastel crepe possesses all the strength 
and elasticity of Dennison Crepe, com- 
bined with beautifully blended color com- 
binations. It can be stretched into tubes, 
drapes, nets, fringes. It lends itself readily 
to any crepe paper treatment now known. 


Pastel crepe is made in four- exotic 
colorings each distinctly beautiful, now 
‘ offered for the first time: 


Springtime —rose light shining through 
fleecy clouds that blend into a hundred 
delicate tints. 
Tropical Sky—As brilliant and as multi- 
colored as a peacock’s plumage—gor- 
geously variegated colors. 
Autumn Haze—the deep vermillion of 
an October sunset shining through a 
purple mist. 
Rainbow—golden channels of sun- 
beams gleaming through lifting clouds 
that break into waving curtains of color. 
Like Dennison Crepe, pastel crepe 
comes in folds ten feet long and twenty 
inches wide. Stocked in all regular pack- 
agings. 


Obtain pastel crepe from your regular source of supply, or write 





DENNISON MANUFACTURING CO. Dept. 45-E FRAMINGHAM, MASS. 
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Model Promenade Booms Hose Sale 


Cincinnati Store Converts Large Lobby Windows Into Stage Where 
Sales Girls Demonstrate Event’s Offerings 


ANKE BROTHERS occupy a store in the 
uptown shopping district of Cincinnati, a 
district that draws heavily on adjoining terri- 
tory in the “basin” and the hilltop suburban 

districts. A number of street car lines that feed out 
into the outlying residential districts and the suburban 
towns of the Millcreek Valley also pass their shop. 

Richard E. Courtney, the display manager, follows 
a system of stocky trimming in the large island win- 
dow and the arcade units which lie around and behind 
it. There is no alternative if the bulk of the goods 
offered by the store’s numerous departments are to re- 
ceive publicity. But he is keenly alive to the value of 
the prestige window, and utilizes every high-class manu- 
facturer’s trim or dealer help that he can obtain. More 
than this, he often works out a “stunt” window as a 
means of directing attention to the values offered by an 
important department. 

In March he chose the northernmost unit of his 
front for a live model demonstration of hose that cap- 
tured the popular imagination and kept the sidewalks 
jammed with spectators. Moreover, it succeeded in 
achieving the purpose to which Courtney had dedicated 
it. The hosiery department felt the reaction from the 
display in marked fashion. Sales were boosted to 
marks far above the ordinary levels. 

The plan followed was simplicity itself. The cus- 
tomary runway was used, extending the full length of 
the window. Black velour was hung across the back- 
ground and dropped to the floor level. Three feet in 
front of it was another curtain of the same material, 
which was made long enough to render the models 
behind it on the runway invisible from the knees 
upward. 
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A Sketch of the Long Runway on Which the Models Promenaded—Black Velour Curtains Screened the Girls 
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The Black and Gold Trim Devised by J. L. Dexter 

The runway was twenty-four feet long and eighteen 
inches wide, and it was reared upon trestles whose 
rough forms were masked by a drape of damask of 
gold and black fastened to the front of the boards. 
Spot lights were placed at each end of the runway so 
that the promenading models could show the featured 
hosiery to full advantage. 

Chairs at the ends enabled the models to rest after 
conclusion of each trip across the window. The method 
of presentation which they adopted was clever and 
added to the strength of the promenade. By balancing 
first on the ball of the foot and then placing the heels 
down, rising on the ball and pirouetting, a fair imita- 
tion of mechanical motion was obtained, causing the 
spectators to examine the display more closely to sat- 
isfy their curiosity as to whether the models were alive 
or merely animated. 
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Courtney scored a valuable point in securing his 
models from the hosiery department, where the sales 
girls were recruited for the task. Because of their re- 
lation to the department, they made every effort to 
make the display a success. As compensation, in addi- 
tion to usual earnings, they received the hose worn in 
the demonstrations and the lingerie essential to the 
presentation. 





Bent Rods Form the Draping Fixtures in This 
Display by E. Lopinski, Kiel, Germany 

As is shown in the sketch of the display, executed 
by E. Rootes, first assistant. The front of the curtain 
was covered with circular signs which emphasized the 
price and quality of the featured wares. These discs 
were fashioned from several colors of board, each con- 
trasting warmly with the sombre background. The 
artistry of this factor of the showing contributed to its 
effectiveness. 

Drapes of hose in the foreground of the window 
were so arranged that in the late afternoon, when the 
models finished their’ demonstrations, the displaymen 
could quickly transfer a number of them to the run- 
way, thus providing against the bare and uncompli- 
mentary appearance which would have otherwise re- 
sulted. 

A recent trim by J. L. Dexter, of the J. M. Hartley 
& Sons Co., Fairmont, W. Va., illustrates the capacity 
of color to serve the displayman in constructing win- 
dows of rich ocular appeal. This was a modernist cre- 
ation involving bold and black fabrics. The flooring 
was in black, as were sections of the triangular-designed 
background. Back and side walls were in gold fabric, 
and also the step displayers afd round plateaus in the 
foreground. By the use of light-colored merchandise, 
Dexter created a display of rare power. 

An interesting example of the technique employed 
abroad is seen in the illustration of the ‘““Bemberg Silk” 
trim executed by E. Lopinski for the firm of Rudolph 
Karstadt, Kiel, Germany. Decorator Lopinski dem- 
onstrated his understanding of color harmony by cover- 
ing his back and side walls with black cloth, his set 
piece with blue fabric and outlining his cards in black 
against gold backgrounds. 


Following the favorite scheme of the Teutonic ; 


hosiery trimmers, he utilized the bent rod as draping 
(Continued on page 75) a 
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Velvet 
Fixtures 


Spell Success When 
Used in Displaying 


Visit Our Exhibit 


at the Chicago 


57 





Jewelry, Novelties and 


Ladies’ Hand Bags 


I. A. D. M. CONVENTION 


(Booth Two) 


Morel Mfg. Co., Inc. 


“The Velvet Fixture House” 


New York City 


38-40 West 32nd Street 


Catalog Upon Request—Send for It 
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Display Men! Send for Your Catalog! 





No. 36-C Store Display Fixtures 


No. 36-D China Easels & Display Racks | 


HE almost universal appli- 

cations of TIMBERLAKE 
Fixtures make them unusually 
acceptable to displaymen. 


Our new catalog lists 

many new numbers and 

designs which fill a modern need. 
Send for your copy! 


No. 834-3—DISPLAY STAND. FOR 
HOSIERY, BEADS, ETC. 
Height 20” or 24”. Specify. Upright 5-16”. 
Cross Bars %”x12” out to out. Distance 
between bars 10%”. Double arm adjusts 


up and down on rod. Base Line—3—5” 
Diameter. Also supplied with Line 1 or 
Line 2 Base. 


No. 318—-COUNTER 
SHELF BRACKET 
No. 318 For Back of Counter 
Height 12”. Takes 6” glass or wood 
shelves. 3-16” thickness steel, 1” 








wide. Double thickness on ver- 
tical. Very strong. Two screw 
holes bottom. Price is indicated 
at price per bracket (not per pair). 
No. 597 PIECE GOODS STAND 
Height 114%”. Width Arch 4”. Feet 8” 
length by 1%” width. Rod %” 
Diameter. Base measures 8”’x8”, 


Also with rubber covered 
feet. Specify as No.597R. 


Send for New Catalog 
Today 





No. 834-3 








J. B. TIMBERLAKE & SONS, Inc. 


JACKSON, MICH. 
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When A Stripling Turns Trimmer 


A Glimpse of the Prise-Winning Windows Being Turned Out by 
a Lad of Sixteen—What He Thinks of the Profession 


By JOHN G. McGURK 
Display Manager, John Forbes & Son, Homestead, Pa. 


AM a sixteen-year-old 

trimmer and hope to 

make display work 

my future because I 

think that it is one of the most 
pleasant jobs anyone can have. 
I have four windows that I 
take care of besides doing the 
card writing and handling the 
stock of men’s furnishings. I 





McGURK’S FASHIONINGS—A 
couple of displays that bring out the 
capacity of this rising young win- 
dowman. Sixteen years old, and a 
Koester School graduate, young 
McGurk burst upon the horizon of 
the display field by winning several 
prizes. His top trim of shiris shows 
a black, gold-framed panel set piece 
built at home; the base, a black- 
covered background for underwear. 


do all of the window work by 
myself, such as preparing my 
own backgrounds and some of 
my fixtures. I have had favor- 
able comment upon a number 
of my windows and have won 
a few prizes with men’s wear 
trims that have inspired me to 
greater effort. In a town of 
modest population, effects of 
display advertising are quickly 
noticed; the measure of sales 
pull can be taken in a few 
hours. That my prize winners 
have been sales producers is my 
best assurance that my work is 
proceeding along the right fines. What I am attempting 
to do can best be shown by pointing to what I have done. 

A shirt window with a background panel in black 
with a gold frame and colorful scroll work in the 
center is a creation of which I am proud. This panel 
set the center unit off to an advantage, giving the mer- 
chandise strong contrast. The plush used on the 
pedestals was in lavender. 

A tie window that brought me $25, a fourth prize 
in an Associated Neckwear Industries’ contest, proved 
to be a great “sales window” and showed cut silk 
neckwear to an advantage. The modern art back- 
ground and black satinee, which I made myself, was 
painted with yellow, yellow-orange and orange in tri- 
angles proceeding diagonally across the panels. Blue 
and red blocks were painted the opposite direction to 
balance the color scheme. The background was out- 








= 





lined in blue, and fall foliage was used to impress a 
seasonable atmosphere on the window. 

The background of a men’s underwear window 
was covered with black satinee to set the merchandise 
off to advantage. The center panel was a full sheet 
of wallboard covered with rose drapery material. The 
sides were pieces of wallboard painted gold and cut 
in a modern art manner; it topped off with fringe of 
a suitable color to blend with the other two colors. 
The center unit was spotlighted with a yellow light. 

We also handle women’s apparel and one of my 
recent trims of lingerie showed a background of the 
underwear window of the cheaper grade silk in grad- 
uated shades of green, using the darkest in the center 
and the lighter shades on the edges. A modern art 
piece at the base was of orchid and cream color. A 
red spotlight was focused on the center unit. 


May, 1920 
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i Fello, Displaymen! 


We are anxious to meet you all during the 


Chicago I. A. D. M. Convention 
BIG DISPLAY SHOWS 


1. The Big Convention Exhibit at the Hotel Stevens, June 17-20. 


2. The Chicago Display Mart, 178 W. Jackson Blvd., 7th Floor 
---Right in the Loop. 


uv 








@ The Chicago Display Mart is a permanent, cooperative exhibit of 
window display fixtures, forms, figures, decorations, backgrounds, 
ann screens, panels, and all kinds of accessories. It is a great convenience 
to visiting displaymen. Make it your headquarters during the con- 
vention and whenever you visit Chicago. 


SIXTY EXHIBITS 
{; CHICAGO DISPLAY MART ™™ "zig" Few 





























MODERN ART CRAFTS announces-- 
New Modern Display Units | 1 you are interestea in 


modernistic dis play s— 


Now on Exhibition at you will find an inspection 
of this showing very 


The Display Mart, Chicago, III. interesting. 


For the convenience of display men visiting Chicago, we have arranged to 
exhibit all of our new creations in modern display units at The Display Mart 




















The present showing includes: 
Distinctly different mannikin heads and glass show cards designed by Mr. Norman Bel Geddes—the inter- 
nationally famous designer. 
Silver nickel Callah lilies, unusual lamp stands, display 1acks and mannikin heads by the Hejda Brothers, 
famous Viennese sculptors. 
Triangular, cube and cylinder units in graduated heights, executed in copper, satin silver and nickel-plated 
and also mirrored and frosted glass by Mr. Le Maire, well-known Parisian designer. With these units 
many different effects can be obtained. 
Illuminated triangular and cone display s‘ands by Mr. Baumgartner, an outstanding German designer. 
Executed in satin silver and frosted glass. Especially effective for ensemble displays. | 
And many other most unusual pieces—all designed in a modern manner by leading artists, with new 
creations being added each week. 


MODERN ART CRAFTS 


233 FIFTH AVENUE ~— NEW YORK CITY 
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Safety Girst 


In Which the New Decorator Discovers That 
Price Tickets Meant Much in the Life of 
His Assistant and Also His Own Fortunes 


NCE upon a time, out in a dry, old town situ- 
ated in a busy section of the far west, there 
was a store called Gay’s Smart Shop which 
enjoyed a most profitable trade. It’s owner, 

James Gay, now bent with age, had conducted a 
sizeable business for forty odd years on the same cor- 
ner. Not even Hawk’s Underselling Store, which had 
insinuated its eight-story, block-square building into 
the field meanwhile, had succeeded in driving him out. 

Gays’ sold neither carpets, groceries nor pianos. 
It remained a gathering place of fashion in its most 
exclusive and costly sense for the feminine population 
of town. Gay’s employed able buyers profitably to 
keep its several departments stocked; window deco- 
rators of renown to trim the score of windows—none 
of whom ever stayed for long—and an expert supply 
buyer named George to “watch the jack.” 

George’s “office” was a splash of dressed-and- 
matched boards partitioning off one corner of the 
sombre and, it must be confessed, rather sordid work- 
room on the third floor lined with metal lockers to 
keep employees’ apparel safe from meddling. There 
was something gloomy and forbidding about the dim- 
lighted wardrobe room and the large off-room in its 
immediate vicinity where the girls ate their lunches 
and gossiped, and the more timorous ones quickly got 
the habit of hurrying by as if to avoid even their own 
shadows. 

Perhaps it was because daily, commencing early 
and ending late, George’s pugnacious voice could be 
heard booming over the open top of the partitioned-off 
space elected for him to occupy, tyrannizing over 
luckless ones’ requests for “more, more.” And today, 
a sultry morning in June, its echoes told knowing 
ones, would be a less favorable time than ever to 
present demands. 

e-9-% 

But of George and his sweet ways, Jackson, Gay’s 
latest acquired decorator, knew nothing; so far, in the 
less-than-a-week of his incumbency, he had found the 
leftover props in the room sufficient for his needs. 
Giving Gay’s twenty windows the once over, ripping 
out old trims, putting in his own, introductory set- 
tings—settings which he knew like a book—had kept 
him busy enough. 

Clarence, the assistant wished on him with the 
Gay job, had told him that the decorator immediately 
preceding him on Gay's long list of decorators, had 
lasted three months, which concerned Jackson not at 
all. Jackson was ambitious, uncompromising, direct 
and young. And most of all, he enjoyed a struggle. 

Which was just as well for he saw one ahead. 
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By Dene B. Chambers 


Gay’s backgrounds! Gay’s solidly mirrored back- 
grounds! His distaste for them amounted almost to 
violence; and, already, he included Clarence in that 
distaste. 

When Jackson stepped into a silk window that 
morning, the last of the old régime, his mind was made 
made up. On the very day he had arrived at Gay’s, 
Flint, the clever, upstanding superintendent, and, in- 
cidentally, instrumental in Jackson’s coming, had said 
to him: 

“Well, Jackson, you’re here. And you have some 
job ahead of you. These old employees are content 
with what we have not—I’m not. They’re stagnant. 
I want something different, something real. I want 
windows like they have back east and so far I’ve not 
gotten them. I thought that you—” he paused sig- 
nificantly. 

“IT know what you mean, Mr. Flint,” Jackson had 
replied, with a sober nod. “I’ll do my best.” The 
words had been on his mind all week. 

The silks were almost all out when Jackson 
stepped over to the background and rapped _ his 


knuckles on the mirror. It gave back “French plate.’’* 


Costly French plate. In marvelous condition, true, 
but they would not do. Would not do at all. That 
idea had gone out with long skirts. 
ee, ee : 

“These things should have been pitched into the 
discard when Noah built his ark,” Jackson exaggerated 
savagely. “Reflections! Reflections! Reflect women 
powdering their noses—anything but goods on display. 

Clarence gaped. He was long, and he was thin, 
and he was almost feminme in appearance. But he 
was unbeautiful. Maybe that was why Jackson, with 
an eye for things good to look at, did not like him. 

Something adarn sight different’s going up here,” 
went on Jackson, which polted Clarence into speech. 

“You ain’t met George yet, have you?” Clarence 
drawled slowly, a look in his small eyes indicative of 
secret triumphing at each successive decorator’s exit. 
“Well, George won’t allow ’em covered.” 

“Who’s George?” Jackson demanded. 

“George? Why, George is—” 

“And what’s ‘George’ got to do with me?” Hard 
to describe Jackson’s emphasis on the word “George.” 

Clarence shrugged protruding shoulder blades, 
over which an unpressed coat hung loosely. “Well, 
I dunno,” he wavered, “exactly. But George said to 
me—” he stopped and looked uncertainly about. 

“Well, what did he say—this fellow George you’re 
speaking of?” Jackson prompted sarcastically. ‘“Let’s 
hear. Who is he, and what’s he got to do with me?” 
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A lapse of some seconds. Then the sharp ques- 
tion jogged a clue from Clarence’s apparently unstable 
memory, as to this phantom George and his authority. 
“Well,” he drawled even slower than before, his flat 
voice was full of meaning as he could put it, “George 
is—George. And he said to me when Borden quit, 
‘Clarence, there ain’t nothin’ to these here blowguts 
what blows in here from Tennessee and them from 
Yorktown points east a’ posin’ as decorators. All 
they can do is spend money. An’ from now on, 
Clarence,’ he says, ‘you an’ me ‘Il run these here win- 
dows.’ ”’ 

“Then what the heck did they send for me for?” 
Jackson exploded. Clarence drew back at the angry 
light in Jackson’s eyes. “This fellow George ’s noth- 
ing to me, get that? If he wants me he'll find me. 
I’ll handle these windows while I’m here—don’t for- 
get that! Tell your friend George I’m from Tennessee 
while you’re at it—Memphis, Paducah, Gainesville—” 
wrathfully, “and that no job’s ever run me yet!” 

“Is ‘at a threat?” Clarence inquired hopefully. 

> eee 

But when Jackson had said his say he was through. 
His thoughts were on a trade journal clipping in his 
billfold—a snappy display that had created a small 
furore in the window of a big town shop. He had 
been set on reproducing it. Now Clarence’s words 
mocked him. A feeling of frustration gave him pause. 
Suddenly he hated this job which had promised so 
well, and this snaky assistant whose every move so 
far had seemed a block in his path. 

But as suddenly his overwhelming ambition 
quashed his shortlived scruples. Dominated him, as 
it always did. “Do or die” was the maxim he lived by, 
and this governed him now. He snapped some direc- 
tions to Clarence and left the window, and made a 
straight path to the domestic counter and sought out 
the buyer. ; 

“T want two hundred yards of calico,” he said curtly, 
determination written in every movement of his lithe 
young form—“black.” ; 

“Got your requisition from George?” inquired the 
buyer antagonistically. 


George again! “No. He said to tell you,” Jackson, 


calmly lied, “he’d slip it to you later in the day. I’m 
to have the calico now for a rush job.” 

How was the buyer to know that Jackson had not 
even heard of “George” until a moment before; that 
he had never heard some unlucky employee hauled 
over the carpet for some trespass beyond his own 
limited authority? The buyer nodded. He reached for 
the calico. Jackson’s bluff had clicked. 

The fib was forgotten the moment it left his lips. 
All that mattered was to get the calico. The four 50- 
yard bolts tossed over his shoulder, he retraced his 
path to the windows, stopping once on the way. He 
flung his hefty bundle inside, together with a smaller 
one, and sat down in the opening to study his precious 
clipping. He visioned its high spots transferred to 
windows of his own; it stightly stretched background 
of midnight blackness, peculiarly fascinating with its 
silvered cubes of what he judged to be one, two, three 
feet in height, arrayed like shining stalagmites before 
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FOR 
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The very best lighting equipment invariably 
means the most attractive displays. Sterling 
Reflectors and Spot and Flood Lighting 
units are recommended for their fineness 
of quality and excellent efficiency. 
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Spot and 
Flood Light 
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any ordinary electric 
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it. A “peach” of a setting for that load of jade and 
terra cotta potteries from the art goods section which 
he was about to assemble for June wedding gifts! 

Sitting there, he read the description once through, 
though he knew it by heart, and the name of the 
artist-decorator who originated it—it was not neces- 
sary to advertise that part of it. Tearing the clip- 
ping in two he cast the unwanted piece aside. A 
windows of his own; its tightly stretched background 
danced it along, and deserted it at the feet of a 
shaggy-mustached, big man limping into the store. 
He picked it up and dropped it into his vest pocket. 

‘“Here’s what we're going to do!” Jackson, jump- 
ing up, included Clarence in his plans. ‘We are go- 
ing to cover up these deadwood mirrors of yours with 
something modern—up to date. You,” tossing his 
assistant a roll of silver paper obtained from the 
stationery counter in quite the same effective manner 
in which he had obtained the “‘calico—black,” “cover 
up those wood cubes that are up in the room with 
this, and may fear lend speed to your fingers!” His 
attitude plainly warned of his intention to stay all 
night, if necessary, and, after one lingering look at the 
clipping, Jackson was fastening up in easy fashion with 
a pin, Clarence fled. 

No thought of possible conflict to come, no thought 
but to get to work on the transformation of the back- 
grounds occupied him. Heart and soul in his job he 
worked until midnight, smiling grimly at Clarence 
when the windows were finished, moving as if in a 
maze, hurrying homeward in the dark. 

But, even though we know we are in the right, 
conscience gets its innings. Jackson found old Mor- 
pheus hard to woo in the hours that followed. So it 
was that, anything but confident -after sleepless, 
wretched tossing, he stole in torment the following 
morning to the windows his unquenchable ambition 
had driven him to install. 
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Only to bring himself up sharply as he neared 
them. For Old Gay stood there, flanked on one side 
by Flint, the friendly superintendent, on the other by 
a shaggy-mustached, big man, whose one leg Jackson 
could plainly see, was shorter than its mate. Jackson 
drew closer—listened—heard the rumbling voice of the 
big man explaining in detail how it should have been 
done! 

Jackson turned on his heel to go in, but at the 
very moment, Flint, watchful, spied him. 

“Hey, Jackson, wait a minute!” 

Old Gay looked, nodded, went inside. Flint, the 
big man by the arm, approached. 

“—-tell Jackson what you've been telling us!” Flint 
was saying enthusiastically. ‘“Here’s the man who 
put the windows in—Jackson, our new decorator.” 

“Jackson, eh? Our new decorator! Well,” the 
big man rumbled. ‘Why didn’t you come to me first, 
eh, Jackson?” 

“Why should I comé to you?” Jackson thought. 
and aloud, “‘Aren’t they satisfactory?” 

“Sure! They’re beautiful!” Flint interrupted. “But 
George here—’’ George! George! 

“I’d have given you velveteen for a job like this!” 
George groaned, in tones that sounded like thunder. 

Jackson inwardly exulted. His first crack was 
victory. Agony for the lost velveteen and ectasy for 
the way things were turning out strove for supremacy 
in his countenance. 

“But they tell me you won't give requisitions !” 
Jackson said blandly. 

“They tell you? 
manded. 

“And that you are the ‘can’t-be-done’ man,” Jack- 
son persisted joyously. 

‘“Humph!” George snorted. “That sounds like one 
o’ them songs your handy man Clarence sings! Well, 
if that’s the way you care to put it—if that’s‘ the way 


Who tell you?” George de- 
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you care to put it! But to have windows like these,” 
he waved a large hand toward the black background, 
with its relief of silver cubes and the trim of pot- 
teries in colors of terra-cotta and jade, “windows like 
they have on—on—” a stealthy glance at a small clip- 
ping which Jackson now saw held firmly in the other’s 
pudgy fingers gave impetus to his speech. “—the 
Avenoo! Well!” 

Flint had disappeared. George and Jackson stood 
alone. 

“That’s different, Jackson!” George boomed, so 
that curious passersby stopped to look. He bent his 
huge head, his bristly chin thrust out, his eyes on a 
level with Jackson’s. What he read must have pleased 
him, for he said, so low that none of the timorous 
ones would have recognized it, “Come on upstairs 
with me; I’ll explain one or two little things to you 


there.” 
x * Ox 


George limped into the store. Jackson followed, 
up the elevator to the fearsome little office. An enor- 
mous chair stood before a tidy roll-top desk, and 
George, waving Jackson to another nearby, sank into it 

“You see, Jackson,’ George commenced, with a 
glimmer of a twinkle in his shrewd eyes, “that handy 
man of yours likes his toddies. He drinks no more 
than a sponge, as the saying goes. It gradually 
dawned on us, some time back, that five gallons of 
spirits of alcohol monthly was going it a trifle strong 
—just to write tickets with.” 

“Gosh!” Jackson murmured. 

“So when Mr. Gay himself chanced to step into the 
decorators’ room one morning and found Clarence 


helping himself out of the jug—it became my duty to | 


keep a check on window purchases as well as store 
supplies.” 

Jackson grinned. Clarence looked like that. That 
part of it was okeh then. But what else was it Clar- 
ence had mouthed about? Oh, yes, that Tennessee 
stuff ; might as well have the board cleared while they 
were at it. 

Jackson smiled a knowing smile. “I’m from Ten- 
nessee,” he began. 

“So?” George looked puzzled. “What about 
that?” 

“And—and I like mine,” Jackson went on derisively, 
rubbing it in. 

George’s expression became quizzical. 

“So!” he rumbled. “So!” George rummaged be- 
neath his desk and drew therefrom a gallon jug. “I, 
too, drink when I have occasion,” he quoted solemnly. 
He reached from a cubbyhole two thin cut glass 
tumblers, and from his ample vest pocket a tiny brown 
vial. And from the gallon jug and the miniature he 
mixed a portion for each. “Have one on me! You 
see, Jackson,’ George purred, toeing the jug back to 
its hiding place, “I keep the supply in here now and 
dole it out as it’s needed.” 

They raised their glasses and drained them. As 
they set them down, George wiped his shaggy mus- 
tache on the back of his hand. 

“Safety first, Jackson,” he beamed, grinning broadly, 
“Safety first!” 
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F. R. Ferryman, of New York, 
announces to those interested that he is now 
at liberty to handle the display problems of 
those organizations he had to refuse last 
year on account of his contract with Wise 
Shoes and Golden Rule Shoes. He welcomes 
chain and department stores to benefit by 

his displays. 
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Bathing Garb Displays Come Next 


Warm Days of Summer Will Send Masses Scurrying to Beach and 
Pool—Consider Now the Means of Capitalizing the Opportunity 


APIDLY warmer weather approaches, weather 
that will find the thermometer thumping as 
the mercury climbs. It’ll be hot with a heat 
that is oppressive, heat that makes the city 

dweller rush for relief to the open, and the comforting 
coolness of stream and pool. 

How can the sales impulses of this period be trans- 
lated into actual sales? How shall the alert display- 
man seize upon the occasion and extract from it all 
possible profits? It is not always practical to look 
backward for precedent for guidance, and yet the safest 
course is to adopt a tested plan and alter it to meet 
local requirements. 

In considering promotion of bathing attire, this is 
the course that is being pursued in this review. We 
believe that many sound ideas can be derived from last 
year’s procedure, ideas that can be enlarged upon or 














changed to cope with the copyist’s necessities, and that 
in using them the reproducer will avoid the risks of 
experiment. 

Consider one of the displays installed last summer 
at the W. T. Duker store, in Quincy, IIl., by F. M. 
Lonberger. The Duker organization serves a trading 
territory of modest population, and, while widely 
known, cannot be classed among the great structural 
units of the state. It is, in many ways, symbolic of the 
better stores in small cities. In equipment, in display 
appropriations, in the staff at the command of the dis- 
play manager, it is well fitted to serve as an illustration 
of the typical small city store. 

This understanding makes it evident that Lonber- 
ger’s scheme is in keeping with the average organiza- 
tion’s requirements. Its simplicity makes it easy to 
build and as satisfactory to conform to the average 

' window’s finish. Neutral walls 
are partially covered by a 
striped bamboo sun screen con- 
verted into a center hanging in 
the middle of the background. 
A beach umbrella at the right 
shades camp chairs and table. 
Sand strewn on the floor creates 
the illusion of a beach, an illu- 
sion furthered by a bountiful 
array of bathing costumes on 












































tee stands at right and left. The 
center of the display is occu- 
pied by the figures, the left 
mannequin representing a young 
woman, the right a girl in the 
early teens. 

At the Shepard store in 
Providence, R. I., last year the 
display manager opened the 
_campaign on bathing garb with 
a window rich in atmosphere. 
The background was covered 
with a pictorial of sky and 
clouds, and in the foreground a 
mirror had been placed close to 
the edge of the front pane and 
bedded in white sand at its 
opposite side, so that the ap- 





GOOD PRECEDENTS—Here’s a 
trio of pulling displays with plenty 
of attraction power. The top shows 
how the Shepard Stores, Provi- 
dence, R. I., handled the theme last 
year; the center, Paul Hamlin’s 
treatment of the subject of Oran- 
sky’s, Des Moines; the base, by 
F. M. Lonberger, W. T. Duker 
Company, Quincy, Ill, shows 4 
practical theme for a small city 
store. 
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pearance of a beach, lapped’ by the tide, was simuiated. 
The figures employed represented both youth and ma- 
turity, and gave a fair idea of the range of stocks and 
the bathing accessories that were scattered over the 
sand, and the folding chairs and beach shelters made 
the display an ideal reproduction of a seaside resort. 

Paul Hamlin made use of a similar scheme in a dis- 
play effected for Oransky’s, at Des Moines,, Ia., last 
summer. With figures posed naturally, their charac- 
‘erizations covering the chief elements of prospective 
custom, the astute display manager created a set that 
proved fascinating to beholders. 


Window Craft in London 


(Continued on page 24) 
\V. C. 1, designed the outstanding modern shop of 
London (Montone, Oxford Street). Photos are being 
sent to Cavendish stores. 

Spanish Restaurante, appointment H. R. H. King 
of Spain, has rather outstanding tiled walls in blue and 
ereen, corner cornice lights of Tiffany glass, hanging 
candelabra of Spanish pottery, one wall center a huge 
tiled shrine with a bowl four feet across filled witi 
fresh lilies and roses. Windows are barred on the in- 
side with window boxes. 

Lyon’s, Oxford Street, is London’s newest restau- 
rant. It has five floors, total capacity 3,700 people, 
consisting of an oak grill, a winter garden café, a 
French room, and the two outstanding ones are the 
Niagara and the Mount View. In the Niagara the 
walls are entirely in natural marble, the falls being 
reproduced in green-blue and white marble, veins run- 
ning down the trees of Goat Island. The trees on the 
bank and sides at the foot of the falls are all in marbie 
in the natural colors, inlaid with exquisite workman- 
ship. All of the walls of this huge room are done in 
this manner. The Mount View is executed in the same 
style, only the subject is water, mountains, trees and 
sky. There is an orchestra on every floor. Floors are 
green and white marble, twelve by twelve inch squares, 

Austin Reid’s, Regent Street, the finest men’s shop 
in London, is carried out in weathered oak, on a par 
with several of our university rooms in different men’s 
stores. Outstanding were the tables for the display of 
gloves, neckwear, scarfs, etc. The top of the tables on 
the edge appears a solid slab of oak six inches thick. 
For neckwear there are sections cut out in the shape 
of a tie when folded in half. 








PUTS ZEST IN BOOK ON MANAGEMENT 
Charles Z. Coffin has achieved an enviable accomplish- 
ment with his “Letters and Confessions of a Retail Mer- 
chant,” a little volume of essays on store management. Work- 
ing around from the “dry as dust” style usually characterizing 
such works, he has invested his book with a charm and zest 
that causes the reader’s interest to grow with each succeed- 
ing chapter. While each of his twenty-two letters covers an 
outstanding problem of the modern merchant, it is written 
as a letter from a retailer to his store superintendent and 
developed in such an intimate manner that it constitutes an 
integral portion of an unbroken narrative. 

As business manager of the Merchants’ Association. of 
Kansas City, the author has had ample opportunity to survey 
the operation of leading retail establishments, and -his ob- 
servations bear testimony to the thoroughness of his study. 
Publishers, Bramhall Printing Company, Kansas City, Mo. 
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There Is No Sediccieutc 
For the Attention Value 


of Pierre Imans’ 
Mannequins 


Imans’ Mannequins are so effective 
because they first command attention 
by their striking appearance—and 
then reflect this attention to the gar- 
ments, enriching the merchandise 
with their grace, vivid beauty and 
charm. That’s why the leading stores 
of America regard Imans’ Manne- 
quins as outstanding sales producers. 
They will also increase your sales. Let 
us tell you how. Return the coupon. 


Curtis-Leger Fixture bn 


Established 1869 
341 S. Franklin St., Chicago, U. S. A. 
New York Show Rooms: 1440 Broadway 
Sole Distributors in U. S. A. for Pierre Imans’ Mannequins. 
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CURTIS-LEGER FIXTURE CO., 
341 S. Franklin St., 
Chicago, Ill. 
Gentlemen: Please tell me how Imans’ Mannequins 
will increase my sales. 
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Animation and the Utility Window 


Syl Rieser Works out a Technique for Introduction of Motion Devoid 
of Bizarre Effects—Hts Rules for Handling Small Appliances 


(From “The Merchandiser,” Organ of the Utility Power and Light Corp.) 





“The Merchandiser” is published by the Utility Power 
& Light Corporation, which operates in 832 cities located 
in nineteen states. Among these companies are The 
Laclede Gas Light, The Laclede Power & Light Com- 
pany, The Interstate Power Company, Central States 





RIESER GOT WIDE CIRCULATION FOR THESE DISPLAY IDEAS 


Power Company and The Eastern New Jersey Power 
Company. The Utility Power & Light Company also owns 
and operates several holding companies in Great Britain. 
The areas under control in Great Britain include approxi- 
mately 9.300 square miles. 








T has long been a well-known fact among 
members of the window display profession 
that displays with movement always attract 
attention and stop passersby. Ample evi- 

dence of this truth is seen in the crowds that constantly 
gather about a window in which a professional gentle- 











“Hot Water Is Needed at Once” is the Slogan of This 
Humorous Poster Background by Ray Martin, Consoli- 
dated Gas Company, New York City 
man is sharpening razor blades, or one in which a pretty 

girl is demonstrating a vacuum cleaner. 

How to adapt this attention-getting principle to its 
windows and still refrain from the freakish and bizarre 
seems to have been solved by the Laclede Gas Light 
Company. A large two-sided corner window was fitted 
up to represent a modern home laundry with all modern 
laundry appliances—laundry stove, laundry dryer, gas- 
heated automatic ironer and gas-heated washer. A per- 
sonable negro woman was obtained to demonstrate the 
various appliances. 

The Laclede Company was induced to adapt this 
animated display to its laundry window through the 
success which this same principle brought to its home 
service window. 

For some time the one window devoted to the home 
service department has drawn considerable attention 
by having a white uniformed member of the home ser- 
vice force demonstrate the preparation of various foods 
—not only biscuits and muffins, but intricate salads, des- 
serts and entrees. This window is fitted up in the 
manner of a modernly equipped kitchen, and every step 


in the preparation of the foods can be seen from the 
street. The demonstration is given during the noon 
hour, and there is always a fair-sized crowd watching 
the fascinating process. Of course, women predominate 
among these crowds, but there is always a fair repre- 
sentation of that sex about which it is reputed that “the 
shortest way to their hearts is through their stomachs.” 
The effectiveness of this window has been carefully 
checked by having just inside the street door a desk 
where free recipes are given to anyone for the asking. 
Hardly a day goes by without fifteen or twenty being 
distributed to people who have become interested in the 
window demonstration. 

The success of these two windows has proved so 
satisfactory that it is planned to adapt this principle of 
animated display to other windows in the future. 

Mr. Syl C. Rieser, of the Laclede Gas Light Com- 
pany, who designed the window showing, also gives us 
some rules for checking the effectiveness of our dis- 
plays. ‘Window displays,” says Mr. Rieser, “should do 
three things. They should attract attention, sell mer- 
chandise, and reflect faithfully the character of the 
company. 

“Your displays should not only enhance the appear- 
ance of the articles on display, but should interest peo- 
ple in entering the store. Test your windows by putting 
on your hat and standing outside to hear the chance 
comments of passersby. You may hear some flattering 
and some unflattering remarks, but they will be well 





A Tasteful Treatment of Small Wares by S. C. Rieser, 
Laclede Company, St. Louis—Stands, Screens and 
Hangings Add to Good Effects 
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worth listening to. And the final test of your windows 
is whether they make people want the merchandise 
displayed. ; 

“Small appliances, such as waffle irons, can be 
worked into avery attractive window display through 
the use of a few suitable stands and some black sateen 
or velvet. Velvet is beautiful in combination with the 
polished finishes of such appliances, but if you use 
velvet be certain that it is always fresh and dust-free. 

“The large cardboard waffle iron shown in the win- 
dow to the left is a special display, but its place can he 
taken by a large size manufacturer’s card set on a high 
platform. On a large platform at the left cf the win- 
dow place two waffle irons, one open and one closed. 
Arrange the drapery material gracefully over the plat- 
form and carry it around small stands at the right. 
The use of drapery material which ties the different 
parts of your display together is vey valuable in keep- 





Another Strong Play on Appliance Superiority by 
Ray Martin, Consolidated Gas Co., New York. 
The Panels Develop the Theme Impressively 
ing all the elements of your display together. The small 

stands can be any shape you have available. 

“For washers or similar bulky appliances, build 
around a large display card used as a background. If 
a display card of this size is not available, you can 
mount a smaller card of the type furnished by the 
manufacturers. It is suggested that a length of black 
sateen be draped over the display card if the washers 
displayed are finished in bright colors. If your washers 
are white, gray or metallic in finish, use sateen of some 
bright color, such as red or orange. 

“Arrange a drape on the right hand side of the dis- 
play in such a way that it leads the eye to the washer 
in the right foreground. Place another washer on a 
support so that its interior»is visible from the street. 
Arrange your drapery so that it falls gracefully across 
the window under the second washer, as this will tie 
the whole display together.” 





ISSUE BOOKLETS ON “ELECTRICAL AGE” BUILDING 

“Building in the Electrical Age,’ a splendidly printed 
brochure of thirty-six pages, has been issued by the Westing- 
house Electric & Manufacturing Company, East Pittsburgh, 
as a guide to dealers in portraying the relation of electricity 
to modern building. Ventilation, hoisting and illumination 
are covered generally with specific attention directed to their 
importance in office building, hotels and theatres. Elec- 
tricity’s use in hospitals, homes, schools and department stores 
is also exemplified. Another booklet released simultaneously 
outlines the company’s plans for 1929 advertising. 
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the Removal of 


The Murdison Co., Inc. 


to 48 WEST 48TH STREET, | 
New York City I 


In New and Larger Quarters 


| $ 


Ask'Us About Our New Art Silver Paper 


Avalon Pearl 


and Other Modernistic Display Papers 

















For Screens, Tubes, Pillars and 
Cut-out Illuminated Signs 
Very Effective for Backgrounds and Transparencies 


See Us at Our Exhibit at Chicago, I. A. D. M. 
| Convention, June 17-20, at Booth No. 47 


—» omc Fr 
Kindly send us samples of items checked. 
Avalon Pearl |] New Art Silver [7] 


























Modernistic Papers |_| 





“BY WINDOW FABRICS J] 
That Compel 


ATTENTION 


Vivid—original—and interest- 
ing group of display fabrics 
that prove their worth by stop- 
ping and holding the roaming 
eye. Write for samples. 


MAHARAM TEXTILE CO. 


107 West 48th St., New York Tel. Bryant 9288-9289-9290 
a Chicago Branch: 6 E. Lake Street 8 
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Methods 


MERCHANDISE EXHIBITIONS 
FASHION AND TRADE SHOWS 
COMMERCIAL EXPOSITIONS 


FLAMINGO 
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Convert Office Rooms Into Windows 


May, 1929 


Pacific Coast Manufacturers Construct Display Units in Lobby 
to Aid Customers in Visualizing Scope of Their Products 


By H. L. WEBBER 


Fibreboard Products, Inc., San Francisco 





Brilliantly Lighted Lobby Windows Occupying Space in Three Office Rooms as Used by Fibreboard Products 


IBREBOARD PRODUCTS, Inc., have just 
employed the services of a new type of serv- 
ice salesman. This particular service sales- 
man is unique in several respects. The first 

of these is that he will be unable to take any of an 
executive’s time, but will always be available with 
compiete and full information as to their products. 
He, in fact, is the only one of his kind in the United 
States. 

Recent visitors to the San Francisco offices of 
the Fibreboard Products, Inc., have been started by 
the unlooked-for attractive interior show windows 
which occupy considerable space in the company’s 
lobby. This manufacturer is the first that we know 
of who conceived the idea of maintaining a perpetual 
visual presentation of their entire line of products so 
as to aid the prospective purchaser in selecting types 
of containers, as well as suggesting ideas for package 
designs and color schemes. ' 

The products shown not only cover the items 
manufactured by their mammoth Pacific Coast plants, 
which are located at strategic points extending prac- 
tically from the Canadian to the Mexican border, but 
also include merchandise manufactured in their Phila- 
delphia plant in the east. 

It is quite a common thing to see show windows 
displaying the wares of the retail stores. However, 
it is equally unusual to find three offices in a modern 
building like the Russ Building used for nothing but 
display purposes. This idea, while unique in itself, 
offers other advantages which are again quite uncom- 
mon. There are drawers located below the show win- 
dows which contain samples of the merchandise on 
display; thus it is possible not only to see the mer- 


chandise, but also to work with thé samples without 
disturbing the display. 

The display windows are brilliantly illuminated 
by drop lights and visitors are inclined to blink their 
eyes to make certain that they are not standing on 
the sidewalk looking at an exterior display. 

This display emphasizes the fact that many manu- 
facturers are neglecting the high advertising value 
that their shipping cases can be made to possess— 
some of the cases shown are, in fact, miniature pos- 
ters. Nowhere else can so many kinds of containers 
and packages be seen at one time and so readily com- 
pared. This display is worth visiting simply as an 
assurance that your packages and containers are as 
efficient and modern as they can be made. 

The illustration at the top of this article shows 
half of the display room. The first case on the left 
as you enter shows merchandise manufactured for the 
dairy industry and consists of butter cartons, egg car- 
tons, ice cream and food pails, the new type Purity 
Jar, white both inside and out, which is being used 
extensively for ice cream containers; also fillers for 
egg cases. 

The second case shows various types of corru- 
gated Super-test shipping’ cases, including the famous 
Tuf-Fir Shipping Case and other products manufac- 
tured from corrugated paper, such as pear pads, apple 
pads, etc. 

The third window shows the.various commodity 
items, such‘as suit boxes, laundry boxes, florist boxes 
and candy boxes, together with cracker caddies, dis- 
play boxes and numerous other die-cut materials and 
other hand-made products. 

The fourth window is a special window which will 
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be used for feature display. At present this space 
shows cases carrying various dried fruits, which at 
this time are shipped in Super-test fibre cases. This 
display shows the cases used where the raisins are 
packed in cartons, also where the raisins or prunes 
are packed in bags, and the new reinforced Super-test 
hulk shipping case for these fruits. 

The fifth window shows products manufactured in 
‘he can and tube department and covers the complete 
line of mailing tubes, plain cans with paper tops and 
|,ottoms, also the various types of tin tops. These are 
shown in quite a variety of colors and wrappers. 

The sixth window shows solid fibre Super-test 
cases and has for its background probably the largest 
solid fibre case manufactured. 

The seventh and last window is a very attractive 
and colorful display of cartons and covers practically 
every kind of dried fruit. There are numerous other 
cartons showing salt, tea, coffee, soap, noodles, prac- 
tically every kind of merchandise that is shipped in 
this type of container. 

It is Fibreboard’s intention to change these dis- 
plays to show at different times throughout the year 
cases of all of their various customers, constantly 
keeping in mind the value of presenting a complete 
display of all of the types of products manufactured. 

Fibreboard Products, Inc., is extending an invita- 
tion to all executives to visit this display room, not 
only to acquaint themselves with the products that 
it manufactures, but that the organization, in turn, 
may be able to give them new ideas which can be 
used in purchasing. 


Detroit Club Puts on Demonstration 


Displaymen Install Nine Window Trims at 
Merchandising Conference 
3y T. A. BROWN 
Secretary, Detroit Display Club 

T the Third Better Merchandising Conference in 

Detroit the custom of inviting the Detroit Display 
Club to conduct a series of demonstrations was fol- 
lowed this year as it has been since foundation of this 
annual get-together of midwestern merchants three 
yeais ago. 

A series of nine windows (three each day) were 
put in by members of the club. Three windows with 
red and blue backgrounds were installed in the Crystal 
Ballroom at the Masonic Temple. A complete light- 
ing system was also installed, making a very realistic 
setting for the various lines of merchandise shown. 

H. W. Weaver and F. E. Whitelam gave a talk on 
each series of windows, explaining the methods and 
different ways of trimming. 

The displays were installed by the following club 
members: Cigars, H. J. Corbin, Central Cigar Com- 
pany; shoes and hosiery, F. E. Whitelam, R. H. Fyfe 
« Company; groceries, W. B. Weaver, Schmitz & 
Schroeder; mens’ wear, T. A. Brown, King-Blair 
Company; floor coverings, M. Wein, Peoples Outfit- 
ting Company; yard goods, G. L. Heidt, Crowley, 
Milner & Company; drugs and hardware, I. L. Avery, 
Universal Window Display Service. 
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KRAMER 
Motion Display Racks 


on Display 
June 17th to 20th 


at the Hotel Stevens 


During the 


|. A. D. M. Convention 


Be Sure to Visit 
BOOTH 12 


<>? 


The Francis W. Kramer Studios 


5252 W. KINZIE STREET 
CHICAGO, ILL. 

















When in 
New York 


Many displaymen and other buyers 
of display equipment find the DIS- 
PLAY CENTER a wonderful help 
when looking for the newest things 
in fixtures, mannequins, etc. 

For here in one large show room 
is displayed the newest creations 
from the leading manufacturers of 
fine window display equipment, in- 
cluding everything from decorative 
fabrics to impor:ed mannequins. 
Visit the Display Center on your 
next trip to New York and you will 
find it a source of many new ideas. 


DISPLAY CENTER 


Direction of 


FRANK D. MAXWELL CO., Inc. 
1440 Broadway, New York City 
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A Review of April Trade Promotions 


A Comparison of the Values of the Industrial Pageant With 
Campaigns Arousing Interest Through Multiple Outlets 


By H. WALSER 
Flamingo Art & Advertising Co., New York 


N a recent article we stated that department 
stores were at last responding to the idea of 
cooperative advertising, with the sources of 
of their supply, and that it would soon prove 

itself a profitable method for manufacturing and mer- 
chandising units. 

This last month has been rich in promotional cam- 
paigns and displays in New York, beginning with the 
Golden Fleece pageant of the woolen interests. A re- 
view of the criticisms of this exhibition would seem 
to indicate that popular opinion ran about fifty-fifty 
for and against. Those favorable are certain that it 
was a clever way of making the public wool conscious. 
The show was spectacular in the extreme, but those 
opposed say it was not convincing and that the audi- 
ence attracted was too small to justify the enormous 








Tie-ups of Window and Theatre—Above, a Sports Silk 
Week Display at Lord & Taylor’s; Below, Roxy’s 
Theatre Plays Up Its Sports Silk Show 





expenditure. It must be remembered, however, that 
to achiéve a finished professional and entertaining ex- 
hibition costs money. And the wool pageant or- 
ganizers should be congratulated on these points. 
Wool in all its varieties was shown to the public, who 
learned of its infinite variety, color possibilities, novel 
weaves and fashion correctness. Vaudeville and music 
were added to relieve the boredom of the indispensable 
style shows. 

As organizer of merchandise exhibitions and 
fashion shows we venture to say that the Wool 
Pageant made the public wool conscious and educated 
those who saw it in the knowledge of wool and its 
varieties. But as to its capability of selling one yard 
of woolen goods, we must say, considering the large 
sums of money and the efforts spent in its production, 
that it missed its purpose. 

N my mind a merchandise exhibition or a style show 

has but one reason for being, to stimulate the sales 
of the merchandise displayed. And in line with this 
idea was the promotion of silks in National Sports 
Silk Week and National Sewing Week, personally 
conducted by Flamingo in cooperation with the Spun 
Silk Research Committee for the purpose of stimu- 
lating the sale of silk in the piece goods departments 
of the leading stores in the large cities of the United 
States. The stores were first approached by letter or 
by personal calls to obtain their cooperation. The 
leading department stores in every good-sized city 
were given the complete plans for the intensive pub- 
licity and advertising campaign so that each one could 
go ahead with very little trouble with their own pro- 
motion and so that we could be certain that Sport Silk 
Week would be put over in the same efficient manner 
in each community where the event was featured. 
Working with the pattern houses, we had posters 
made showing the newest styles made up in the proper 
silks for sports in every shop adhering to Sport Silk 
Week. 

More important than this, however, a specially ap- 
pointed group of dressmakers made dresses and sports 
clothes in the materials purchased by the department 
store buyers from the silk manufacturers for display 
in their respective stores. We paid for the making 
of the garments, and, of course, the stores were 
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Karl Pauli Corporation 
454 Broome Street New York City 
Chicago Office: 708 Tower Building 


We carry a large stock of: 





Velour Papers 
Button Foil and Aluminum Foils in 
, | Hil Silver and All Colors 
iS ‘ da \\ Mi Gold, Silver and Foil Papers 
: My Brass Foils 
Grass Mats 
Sparkling Silk Wool 


Samples and prices upon request. 














A NEW REVELATION IN COLOR 





hat 

ex- : meet A Complete Treatise on the 

or- “ieee ae” SCIENCE OF COLOR 

nts. asbestos Its Effects and Application 

who A scientific method—mathematically correct and naturally per- 

. fect. Will increase the drawing power of your displays by 

vel , , , : pleasing effects of properly balanced colors. 

4Sic ‘ , Get a complete university training in color, condensed to 
: / 2 : j practical application. Invaluable to Displaymen and Window 

ible Xx $ of Trimmers, Architects and Decorators. 


Complete Course of 12 Lessons You Cannot Afford 
to Be Without. 


and ‘ : a i : | Postpaid $5.00 
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The More Sports Silk Week Publicity—Above, a Model Wear- 689—14th St. Milwaukee, Wis. 
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a. Below, the Lobby at Roxy’s Hung With Silks 

uld obliged to stock up on the fabrics on display for the 

TO- week of the event. 

silk In all, 150 department stores participated. In New 

ner York, Lord & Taylor held a fashion parade twice daily 

-ed. for the full week featuring the dresses we offered 

fers them. They admit that the week of April 8 was the VALANCES 
bi st i is : sec 4 of Modernistic Effects Mounted on Process Board 

per iggest in the history of the piece goods department. —  § GOLDBERG MFG. CO. 

Silk Stores which were not actually participating bene- We furnish. Valances all over the world. Letus help you‘on that problem. 
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chain of 1,200 stores, featured the fabrics promoted 
in the windows of these stores and offered free sewing 
lessons to the public. 

In New York at the Roxy Theatre a special pro- 
gram dramatizing the history of silk and its origin 
and uses was shown four times daily. The special 
program included a silk worm dance, a Japanese dance 
and a golf dance, with the famous golfer, Joe Kirk- 
wood, as the chief feature, arrayed in a Darbrook silk 
shirt, to which he casually and subtly called attention 
during his act. The silk worm dance, of course, was 
costumed in bright colored silks, and the Japanese 
ladies of the chorus wore kimonos in the Japanese 
fashion made of silks from Schwarzenbach, Huber & 
Company. In the Fashion Parade professional models 
showed garments from Franklin Simons and remained 
on the stage as spectators during the golf number, 
giving the public ample time to examine the latest 
costumes for sports and the latest and best sports 
silks. Besides this three beautifully draped figures in 
the most gorgeous silks appeared between the Japa- 
nese dance and the golf dance, and Roxy arranged 
the play of lights so that they appeared in the most 
fantastic coloring imaginable. 

ees 

LTHOUGH we do not pretend to announce that a 

show of this kind will immediately result in the 
sale of fabulous amounts of silk, we are certain that 
it serves the purpose for which the Wool Pageant was 
organized with greater success and at much less ex- 
pense to the participators. The theatre holds over 
6,000 people, with four shows a day and five on Satur- 
day and Sunday, and nearly every day playing to a 
capacity house. It is not an exaggerated estimate to 
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These High and Stockily Trimmed Hardware Windows of Henwood’s, Johannesburg, South Africa, Evince the Deco- 
rator’s Understanding of the Values of Symmetry and Balance in Handling Difficult Subjects 








say that the silk idea was put across to over 180,000. 
In addition, the audience had an opportunity to see 
the latest dresses and costumes for country club wear, 
and, if pleased with the models, were able to go to the 
right shops, or, if they were buyers, to the right manu- 
facturers to buy them, because the manufacturers and 
the retailers were given credit conspicuously on a spe- 
cial program. And we must mention here that buyers 
in the New York area, and those from out of town 
here in New York for the market were invited at the 
expense of the silk weavers exhibiting to see the show. 
The story of silk was also printed in the program. All 
the big makers and users of silk were invited, besides 
the consuls and official heads representing the various 
countries, sources of the great silk supply, and the 
gratifying and almost unanimous opinion was that the 
story of Sport Silk Week was well told and without 
great cost to the various contributing manufacturers 
of the silk industry. 

Promotion is still in its infancy, but as an idea 
it is not too young to prove its potency. The trouble 
would seem with us eager publicity and promotion 
people that we have put the cart before the horse, It 
is difficult for us to prove to our clients before an 
exhibition is put on the energy and expense required 
are going to be profitable, and, as has happened to 
me very often, our clients are not sufficiently stocked 
to meet the demands for the merchandise promoted. 

There is, of course, nothing more disheartening or 
more futile than to work up a demand for a com- 
modity which cannot be obtained. Another difficulty 
is the impatient clients who call for results imme- 
diately after the promotion has been completed. He 
does not seem to realize the fruits of a promotion cam- 
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paign are often reaped after a long period of time. In 
our own experience one of our best clients came to us 
a year after his curiosity and interest was aroused by 
promotion. All advertising is like a seed planted in 
‘he spring. It stays concealed in the ground seem- 
ingly dead for a long while, and then appears as a 
iiny, healthy shoot, which, after a two months’ growth, 
hecomes a hardy, fruitful vine. 





Fixtures Count in Shoe Trims 
(Continued from page 40) 


fabric, a pleated hanging, sufficient contrast was assured 
to set the goods off well. 

Fixtures were once unimportant elements, but on 
every hand today there is convincing evidence that the 
fixture makes the display. The care lavished upon the 
cubes in Ruthroff’s composition and the dominating 
nature of Russell’s fixtures constitute smashing testi- 
monials to this change. Even more so is a trim exe- 
cuted under the direction of John B. Honold, display 
manager for Bonwit-Teller & Co., Philadelphia, where 
derivations of old-style display stands formed the piece 
de resistance of the offering. 

For this showing Honold secured a group of metal 
cylinders fluted and finished in aluminum lacquer. A 
pair of these, twenty-four inches high and _ bearing 
seven shelves finished in silver leaf, were placed at 
right and left extremes. In the center, another of these 
units, surmounted by a twelve-inch cylinder, was made 
into the base for a tee stand display. Two six-inch 
pieces were centered between right and left around the 
tall fixture. Light leathers, occasional drapes of hose 
and a silver metallic cloth, draped in the center fore- 
ground, constituted the decoratives. Shown agairst 
permanent wooden backgrounds, they gave a sparkle 
to the windowing that could not have been derived so 
easily from more complicated modern fixtures. 

The beauty of these pieces is their utility. They 
are nine inches in diameter, uniform in coloring, and 
come in sets that enable the displayman to work them 
into any number of constructions. They may be added 
to as often as desired. Artco Advertising, Inc., of 
Philadelphia, sponsored them and Designer Arthur W. 
Colen states that they have won favor quickly. 

How men’s shoes may be given a touch of seasonal 
color without resorting to “stunt” arrangements is ex- 
emplified in a window trimmed for the George H. 
Wright Co., of Fairmont, W. Va., by R. A. Minear 
“This was a spring opening window showing Nunn- 
Bush oxfords in tan and black,” says Minear. “The 
cloth puffed on the floor is a light green and the piece 
of cloth thrown over the high table is the same color of 
green trimmed in gold. The flowers are apple blossoms 
in a black vase. The window card is green, lettered in 
black, 





STAGE LIGHTING ENGINEER DIES 

Charles I. Newton died after a brief illness at his resi- 
dence, 244 West Fourteenth Street, New York City, on 
Saturday, April 13. Mr. Newton was born in England fifty- 
six years ago and came to New York when he was sixteen 
years old. He has been in the stage display lighting business 
for forty years and originated many novel lighting effects 
used in special displays. 
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WINDOW TRIMMING COMMERCIAL ART SHOW CARD WRITING PosTeR ART 
CARTOONING INTERIOR DECORATING FASHION DRAWING 


Neville’s School oi Applied Arts was 
founded in 1921, and since that time it has grown 
from a very modest beginning to spacious quar- 
ters (5,000 sq. ft.) now occupying the entire second 
floor of the northeast corner of Fifth and Stark 
Streets, Portland, Ore., just one block from the 


heart of the leading department store district. | 
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@ THE BRISCHOGRAPH 
PROJECTOR 


It’s easy to make life size posters, 
cut-outs and background panels. 
Simply place picture, switch on 
lights, focus to size wanted and 
draw with pencil, pen or brush 


$25 


OTHER MAKES FROM $75 UP. 


Send for booklet and catalog of 
the finest projectors made. 


The Brischograph Co. 


92 E. Lakeview A, Columbus, O. 





























| Electric Turntables 


Double Store Window Sales at Slight Cost 


ALL KINDS AND SIZES 
Cash, Rent Trial, or Deferred Payment 


| ELECTRIC WINDOW SALESMAN CO. 


46 Cornhill, Boston, Mass. 
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§. M. MELZER COMPANY > 


C. B. TRACEY, Sec and Treas. 
DISPLAY FIXTURES--METAL AND WOOD 
IN THE MODERN ART 
Brass Grills—Brass Railings 
| 915 Filbert St. Philadelphia, Pa. 











If You Are Not Now a 


REGULAR SUBSCRIBER 
This Order Blank Is 


FOR YOU! 


pee ON 2 192 
THE DISPLAY PUBLISHING CO., 
Cincinnati, Ohio. 


Gentlemen: Enclosed find $3.00 for a year’s subscription ta 
The DISPLAY WORLD, 12 issues, beginning with the next 
number. 


Clee: : State.. 
Add 10 t hecks f cha ; 0c addi- 
IMP ORTANT tional for couaten ond ange; orders. | 
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Clever improvisations of wallboard and metals are not good enough for Max Safir, display manager for Smith-Kasson’s, Cin- 
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cinnati. He has just completed revamping of his entire front wtih modern backgrounds of highly polished bird’s-eye maple. 
Niches are cut into the center panels in each unit and furniture is in matching woods. 





Fathers Day is June 16th 


(Continued from page 11) 

“Sorrel & Son,” the motion picture version of a cele- 
brated book of the same name, was at that time play- 
ing to crowded houses throughout the country. In its 
unfoldment was outlined the unfailing love of a father 
for his motherless son, a passion that caused him to 
go through many trials to keep the youngster in school 
and enable him to enter his chosen profession. 

Kirchner saw in the public’s reaction to the play 
an interest that could be converted to his needs. And 
so it was that his contest window became a testimonial 
to parental love as expressed in the picture. In a 
window of sternly geometric arrangements with 
cravats upon modernistic displayers built like fans 
with triangular blades, all were mere accessories of 
the great background panel. Here an enlargement of 
a movie closeup showed the senior and junior Sorrel 
in their pledge of unending devotion. It was not sur- 
prising that judges of the contest found the scheme 
one of the best offered and awarded Kirchner a hand- 
some prize. 

Among the hundreds of windows trimmed through- 
out the country, not specifically for the contest but as 
a tieup with the merchandising features of the day, 
Elmer Peterscn’s windows for Browning & Peterson, 
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A Unit of the Smith-Kasson Front Showing the Angles of 
the New Backs—Each Joint Is Inlaid 





Kewanee, IIl., is typical. It embraced a modernistic 
set piece in several colors consisting of angular pieces 
surrounding a flower-bespanned center plaque. In the 
center of the plaque was a card bearing the familiar 
legend, “Give Dad a Tie.” “The special neckwear 
window that I had in for one week previous to 
‘Father’s Day’ will give an idea of the backgrounds 
that I favor,” says Peterson. “The two side panels 
were made of Cornell wood board with a sand finish 
to represent caen stone in a light gray color. The 
center panel drape was of Sol Satine with a futuristic 
set piece in two shades of lavender and two of green. 
The oval panel was covered with blue plush, and on 
this was an orange card with black lettering. “I find 
Cornell wood board to be a very practical material to 
use at all times, as it always produces required results. 

“Lighting in the window is very important, and I 
find that some of the stores in Kewanee have neglected 
it. We use good reflectors with 200-watt lamps which 
gives a very good light, but could be better. I have two 
floodlights which I use occasionally with color screens. 


Backgrounds of Polished Maple 


Cincinnati Displayman Masks Old Wood Backs witit 
Costly Cabinet Work 


ODERN art is too exacting to permit shamming with 

makeshift display pieces,” says Display Manager Max 
Safir in commenting on the new bird’s-eye maple backgrounds 
which have been instailed in the principal windows of the 
Smith-Kasson Company, Cincinnati. “Your public is no 
longer flabbergasted with the novelty of the new art and is 
able to distinguish between genuine modernism and the bogus 
with deadly accuracy. That’s why I insisted when we worked 
over our backgrounds that the new decorations should be of 
superlative workmanship and visible richness.” 

Under Safir’s direction, Cincinnati cabinet makers turned 
out the several units of the new backgrounds, incorporating 
in their manufacture the same skill and care lavished upon 
high-grade furniture. The maple is highly polished and is 
totally free of blemishes and disfigurations. The planks are 
joined in projecting triangles running from each side of a 
center panel large enough for one or more niches. Each joint 
is inlaid and each niche is lighted. Furniture used in the 
displays before the new fittings is of the sam> woods worked 
up in modernistic style by the same cabinet makers. 
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Model Promenade Booms Hose Sale 
(Continued from page 57) 

stands and arranged them in waves rising one above 
the other as they approached the background. Here 
they were brought up flush by a trio of steps draped 
with hose and covered with rosettes. On these leg 
forms, clad in hosiery, were placed, those on the lower 
sets in profile poses and those above facing to the front. 
in the foreground leg forms were again called into 
action, balancing their kin at the back and perfecting a 
balance interrupted by the inclusion of a towering 
fabric-covered modernist column placed near the right 
extreme of the set piece. 


What Mannequins Mean to Lingerie 


(Continued from page £4) 
around her was a handful of garments. A pair was 
elevated on headless formswith pedestal bases; others 
were stretched over tee stands, draped over benches and 
laid across open luggage. 

A spring opening display by George M. Allen for 
Lebeck Bros., Nashville, Tenn., showed a complete 
revolt against the principle and a will to rely upon deli- 
cate colored fittings for atmosphere. An architectural 
back broken by corrugated metal columns served to set 
off robes, pajamas and intimate apparel. Its silver 
coating was in pleasing contrast to the wares in their 
ordered tiers. At the back were the robes, presented on 
tall headless forms. Alongside them, and just in front 
of them were specimen pajamas and night wear on tall 
tee stands. At the front, draped toward the pane, were 
vests and slips. 

Andrew A. Matzer, of the F. & R. Lazarus Co.. 
Columbus, Ohio, demonstrated a compromise between 
the two schemes in one of his spring opening windows 
He secured necessary elevation for his wares, and pre- 
vented descent to the monotony of solid banks of tee 
stands, by hanging them on millinery heads. This plan 
made the display less bulky than when full-size manne- 
quins are employed, permitted greater stress upon the 
garments, and brought out the fineness of their weaves 
and the charm of their colors just as efficiently. 








SECOND WORLD CONGRESS ANNOUNCED 

Initial publicity on the Second International Displaymen’s 
Congress which is to meet in Vienna from September 7 to 9, 
has been released through the headquarters of the German 
Association of Window Decorators. The releases are, how- 
ever, the product of the committee in charge of the conven- 
tion and emanates from the convention headquarters at 16 
Grosse Neugasse, Vienna. 

The first statement points out that promoters of the gather- 
ing hope to exceed the attendance at the Leipzig congress in 
October, 1928, when 3,000 displaymen and merchants partici- 
pated. Pointing out that window decoration is international 
and that new schemes exert equal influence in every country 
in which they are used, the statement urges the importance 
of international contact among displaymen. Stress will be 
laid upon the elevation of the display profession in the pro- 
gram of the convention, it is declared. An imposing list of 
governmental and commercial bodies will lend assistance in 
promoting the affair. The sponsors assert that delegates will 
attend from the United States, Sweden, France, Australia, 
Great Britain, Holland, Germany, Czecho-Slovakia, Poland 
and Hungary. 

The event will be staged during the celebration of the 
Vienna Autumn Fair. 





An Infant With 18 Years 


Experience! 
The Infant 


DUANE 
Display Accessory Co. 


144 Duane St., New York, N. Y. 








THE EXPERIENCE 


| Fred O. Zapfe ‘prs oes Former President 

| Wm. F. Gudeon. .. Former Designer 

| Floyd O. Zapfe. .Former Representa‘ive 
of 








Doty & Scrimgeour Sales Co. 





A recently formed company of men who 
are experienced in what the d splay- 
man needs in Modernistic Backgrounds, 
Wood Veneer Papers, Grass Mats, 
Draping Materials, Metal Borders, etc. 














We Shall Be Pleased to Submit Samples 























DISPLAY 
MANAGERS 


Artistic, Effective Displays reflect- 
ing genuine discrimination 
and good taste can be in- 
expensively created 
with our beautiful 
collection of 
Display 
Fabrics 
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ASSOCIATED FABRICS CORP. 
723 Seventh Avenue, New York City 
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Display As It Affects the National Advertiser 
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Battling the Bane of Dealer Helps 


Association of National Advertisers Proposes a Plan for Purchasing 
Lithography Designed to Effect Savings for Members 


UY C. SMITH, of Libby, McNeill & Libby, 

Chicago, and president of the Association of 

National Advertisers, has made public a plan 

sponsored by that association to correct many 

of the abuses which exist under the present system of 
competing for lithography orders. 

This plan was worked out by the association’s com- 
mittee on dealer relation, headed by William F. Earls, 
general manager of advertising for the United States 
Rubber Company, under the active direction of C. C. 
Agate, who was then assistant managing director of the 
Association of National Advertisers. It was first pre- 
sented at the annual meeting of the association at At- 
lantic City last October, where it was discussed at a 
joint meeting attenced by members and by such promi- 
nent lithographers as Maurice Saunders, managing 
director and secretary of the Lithographers’ National 
Association ; G. C. Munro, president of Munro & Hai- 
ford Company and treasurer of the Window Display 
Advertising Assoc‘ation; Frank M. Seaman, vice-presi- 
dent of the United States Printing & Lithograph Com- 
pany; Frederick L. Wertz, president of Frederick L. 
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Wertz Company, Inc.; Morris Einson, president of 
Einson-Freeman Company, Inc.; Stuart Powers, of 
W. F. Powers Company, and others. A second meet- 
ing, presided over by Mr. Earls, was held in December 
at the New York Advertising Club. The present plan 
is the result of these discussions. 


Explanation of the Plan 


The greatest single benefit which it is hoped will 
be derived from this plan is a method to control specu- 
lative sketches. It long has been common practice for 
lithographers to submit the ideas accompanying an esti- 
mate with sketches, either preliminary roughs or finished 
paintings. Those lithographers who attempt to keep 
down the speculative costs by presenting only roughs 
often find themselves forced to match finished paintings 
with finished paintings in order to be competitive in the 
bidding, either immediately or eventually. 

Most advertisers now feel that in the end the cost 
involved in the art work which is rejected by such 
methods is borne by themselves, and that it is up to 
them to set limits as to what is expected and to require 
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all lithographers bidding for the business to follow 
these limits. 

The Asociation of National Advertisers realizes 
that, apparently, the lithographers, unaided, cannot 
correct this situation, since the Lithographers’ National 
Association for many years has ineffectively passed 
resolutions prohibiting this very situation, and that to 
make it binding the standards must be imposed by the 
purchasers. 

To accomplish this plan, the Association of National 
Advertisers is requesting the support of its own mem- 
bers, and is planning to send copies of the plan to other 
representative national advertisers. In addition, copies 
of this plan have already been made available to mem- 
bers of the American Association of Advertising 
\gencies. 

The A. N. A. Plan for the Purchase of Lithography 

1. Establish limits for each order to include the q.antity, 
the approximate price limits, and such other facts as may be 
known in advance—furnishing this information impartially to 
all competitors. 

2. Decide in advance the permissible limits in the amount 
of ideas, plan and art work. In explanation: Decide whether 
what is wanted is one suggestion or a half-dozen; whether 
a detailed plan for the use or distribution of the material 
must be included; whether sketches to be submitted are to be 
rough, preliminary ideas or whether finished sketches or 
paintings are expected. In other words, carefully define the 
permissible limits competitors may go in submitting their 
proposals. 

A suggestion: It is suggested that advertisers endeavor 
to reduce to a minimum the demands for service and for art 
work they make in advance of placing an order. 

In most cases ideas can be adequately presented in an 
inexpensive manner. If all lithographers were required to 
operate in this manner until assured of an order, better ideas 


would result and the very considerable sum which is now 


wasted in discarded art work could be translated into savings 
to the purchaser. 

3. Notify all competitors in advance of these permissible 
limits and insist on compliance with them. In explanation: 
If ideas are to be illustrated in roughs, insist that all com- 
petitors conform equally. On this basis, the best idea, if 
fairly priced, should win regardless of its artistic presenta- 
tion. 

4. Govern the number of competitors for an order by the 
size of the order involved. A suggestion is that on an order 
of $5,000 there be not more than two competitors and not 
more than four on an order of $10,000. 

5. Furnish all competitors in advance with the names of 
the competing firms. 

6. A sales idea, plan or sketch is the property of the firm 
or individual creating it, and, unless the proper consent is 
obtained from the owner, it may not be used in securing com- 
petitive lithographic or printing bids. 

7. It is contrary to ethical practice to change the specifi- 
cations of a proposed order for lithography or printing with- 
out equally notifying all those competing. 


Endorsements. from Lithographers 


The lithographers, too. are apparently eager to use 
the A. N. A. plan in soliciting business, and several 
have so expressed themselves. Some comments which 
the Association of National Advertisers reports receiv- 
ng from lithographers are as follows: 

“Your work is fully appreciated by all interested and will 
be followed up carefully by all lithographers. 

“We want to express our hearty concurrence, in principle 
certainly, with the remedy which you have outlined for what 
's undoubtedly-a costly and uneconomic evil. 

(Continued on page 96) 
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Spring is the Time for 
New Ideas in Show 
Cards and Posters 


If show card writers would do something 
better, something new with a punch, the 
benefits would be greater for producer and 
purchaser, writes R. N. Gray, in the May 
issue of 


SIGNS 


OF THE TIMES 


THE NATIONAL JOURNAL OF DISPLAY ADVERTISING 


Other Features in the May Issue: 


Speed and Skill Required for Special Sale Work, by 
John D. Day; Spring Is the Time for New Ideas, 
by Ralph Nichols Gray; Boldness in Lettering De- 
creases Legibility, by H. C. Martin; Men of Greater 
Art Talent Are Entering Field, by E. Thomas 
Kelley; Shadow Box Poster Art Has Strong Sell- 
ing Value, by Duke Wellington; Work of Jack Mor- 
gan Is Influence in Art Guild, by R. E. Brenner; 
Boys’ High School Student First in Poster Contest; 
Jubilee of Light to Honor Inventor of Incandescent 
Lamp; Theatrical Posters Need “Sales Punch,” by 
Aubrey Watson; Practical Inventions in the Adver- 
tising Field; London Sign Contractors Honor Past 
President, by E. N. Goldsman; How They Advertise 
Sign Advertising; Twenty Years Ago in SIGNS OF 
THE TIMES; Jack Sneed Turns Out Convention 
Banners, by H. F. Voorhees; Airway Marking Re- 
quirements Issued by Department of Commerce; 
Advantages of Lacquer Process Demonstrated to 
Sign Artists; Progressive Signicians—Otto Ufer; 
Hi-Lites in the Domain of Sign Advertising. 





Start Your Subscription Now With the 
132-Page May Issue 


$3.00 Per Year 





SIGNS OF THE TIMES 


CINCINNATI, OHIO 





Publishers of the New Martin Book 
“1,000 PRACTICAL SHOW CARD LAYOUTS” 
$5.00 per Copy, Postpaid 
$7.00 With a Year’s Subscription 
($7.50 in Canada and Foreign Countries) 


SUBSCRIPTION ORDER BLANK 

-| SIGNS OF THE TIMES, Cincinnati, O. May, 1929 
Enclosed find $3.00, for which send me SIGNS OF 

THE TIMES for one year. ($3.50 in Canada.) 
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New Buffalo Store Is Fashion Shrine 


The L. L. Berger Company Opens in a Structure in Italian Renaissance 
Style—Interior Decoration Shows a Restrained Modernity 


NEW temple of fashion—stately, elegant, 

beautiful—as glorious in its garb as the 

glories contained within its high, white walls, 

that is the new Berger’s, which has just 
thrown open its doors for the first time to worshippers 
at the shrine of fashion. 

It would be a vain endeavor to try to tell how many 
fashion lovers visited the new store the first evening. 
They were to be numbered by the thousands. It was 
a congregation of the Buffalonians who love beauty in 


women’s wear. 
Gathering of Old Friends 


As they moved through the spacious aisles—halted 
now by the lure of this case of jewelry, forced to ex- 
claim ovet a vista in this happiest of combinations of 
architecture, art and merchandise—Mr. Berger and his 
staff of assistants found the crowds of visitors made up 
in large part of old friends of the store, who have 
known it as patrons and customers throughout its 
twenty-four years of existence in Buffalo. 

It was a time for the heartiest and most sincere 
congratulations on the part of old friends and ad- 
mirers, for the new store is indeed a seven-day wonder, 
and there are few if any within the broad reaches of 
the United States that can equal it for elegance. And 
yet, in the words of the proprietor, spoken in assurance 
to many of his guests—it’s the same old Berger’s in 
every way—only more so! 


Collection of Specialty Shops 


Perhaps the most unusual thing about the new Ber- 
ger store is the fact that it is in reality a collection of 
specialty shops under one roof. The completeness of 
it, from the standpoint of that most complex of arts— 
garbing the woman—is not short of amazing, and only 
a survey of the store gives an adequate idea of this. 

Consider, for example, the ground floor—just after 
one has entered the wide portal set in the Italian Re- 
naissance building. Here one finds the following shops 
Jewelry, bags, toiletries, handkerchiefs, gloves, hosiery, 
lingerie, glove silk underwear, corselets, artificial 
flowers—not. mere counters, but separate shops, and 
each under the direction of an expert. 

As one goes upstairs in the roomy, gilded elevators, 
there is immediately evidenced a lessening of concen- 
tration and an opening out of room. On the second 
floor is the I. Miller shoe shop, now the only one of 





this famous line in Buffalo, under the management here 
of M. A. Mittelman. 


Mirror of Latest Styles 


In the front of the store is the hat shop, under the 
charge of Eli J. Fish, and here a complete line of femi- 
nine headwear is to be found. But let Mr. Fish take 
up the tale for a moment: 

“Have you noticed,” he pointed out to the inter- 
viewer, “the unusual quality of the decoration? It is 
modernistic, is it not? Yet it is different from the 
usual modernistic style in that there is nothing extreme, 
nothing freakish about it. It is quiet, unobtrusive, 
satisfying. Here is a mirror in this latest of styles, 
yet its modernism registers an effect that does not 
intrude itself further upon the attention. The same 
effect is carried out in all the paneling—see here th's 
figure, lovely as it can be, yet perfectly harmonious.” 


Everything in Harmony 


It is the analysis of an impartial eye, and the clue 
to the beauty of the whole building. Elegance of the 
most elegant sort, nothing that is flashy or out of key. 

The finer frocks for women and girls are to be 
found on the third floor. Here, too, are the evening 
dresses. But how different is the effect! The furnish- 
ings resemble the cabin of a fine ocean liner. There is 
no splashy show of the costumes; it is rather a study in 
paneling, which contains within its confines storage 
closets and dressing rooms. 

Dressing rooms! A story in itself. They are to 
be numbered by the dozens—and all of them are dif- 
ferent! The most luxurious dressing rooms, suggest- 
ing the staterooms of the imaginary vessel, each in a 
different style of decoration and with special furniture 
—upholstered to suit. 

Ladies’ evening dresses are to be found on this 
floor, too—a long sweep of them in a glass case—a 
veritable rainbow of color! 


Coats on Fourth Floor 


On the fourth floor are the coats. Coats of all sorts, 
from the richest to the more moderate priced, sports 
coats and dress coats. 

On the fifth floor is to be found the sports wear, 
the moderate priced dress shop, nurses’ and maids’ uni- 
forms, and the riding habit shops. Both the fourth and 
fifth floors are of the same rich, satisfying appearance. 
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A Sueeessful Merchant’s 
' Message to His Store Executives: 


*‘Our mission is to increase our business and one of the surest ways that 
ib we have is through our store windows. The first thing any person sees in front 
of our store is the window, and the first impression of our store is the 
one he gets from the front. If it is unattractive and just good enough to 
get by, he has no particular urge to come in. But if our front in compar- 
my ison to other fronts in the block, is fresh, attractive and bright, and stands 
out because of its freshness we have a much better chance of getting 
them into our store than if our store is unattractive.”’ 


Make your store the outstanding business attraction in your locality. 
Send for ‘‘Modern Store Fronts for Better Display.”’ It’s free. 


Kawnee 





BRONZE 


STORE FRONTS 


THE KAWNEER COMPANY Name 
1/08 FRONT ST., NILES, MICHIGAN oye 


Send your book of Modern 
Store Front Designs  KindofB 
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VERY human being cher- 
ishes some one hope or 
desire that he wishes and 
fervently hopes for above 

everything else in the future,” is the 

assertion of Max Berck, display 
manager for the Frankel Clothing 

Company, of Des Moines, Iowa. ‘So 

is born in the heart a desire to achieve 

some goal which will cause the person 
to labor and sacrifice, so that in the 
end his ambitions may be realized. 

Such is human nature and always 

will be. 

“T find that my case was no ex- 
ception. As a child and youth I had 
—as we all have—many desires, but 
perhaps my fondest longing as I grew 
into manhood was to print and deco- 
rate, which inevitably led me to the 
realization of a work which is a pleasure, that of ‘win- 
dow display.’ 

“My first real opportunity to make a start was at 
the age of eighteen. I entered a large department store 
primarily as a “stock” boy, but became fascinated by 
‘window decorating’ and hung around, developing a 
warm friendship with the display manager and his 
assistants, until finally my interest was noticed and I 
was given an opportunity as salesman and _ assistant 
window trimmer. For the first time I was to have a 
share in the work which I really cared for ,and my 
genuine enthusiasm was such that I worked hard, try- 
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MAX BERCK, Display Manager 
Frankel Clothing Company 
Des Moines, Iowa 
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ing to learn the rudiments of the pro- 
fession. 

“TI stayed there about two years, 
developing myself and waiting for 
the opportunity which must come. 
And it came! Our displayman was 
offered a better position, and not long 
after came ‘the thrill that comes once 
in a life time.’ The manager called 
me into his office and gave me the 
chance of my life—the post of dis- 
play manager. 

“Needless to say, I accepted. For 
the next three years I worked in that 
pleasant capacity. Then I went to 
Chicago and worked there until one 
of the finest men’s stores in my home 
town, Des Monnes, Iowa, offered an 
opening. I applied for the position 
and was given an opportunity to 
prove my qualifications. The job was the largest and 
finest I had ever tackled, putting much responsibility 
on my shoulders, but as I was determined to make good 
my determination and work, together with the help of 
the store management, I succeeded in making headway 
in feeling that my work was a success. 

‘All that I have gained in the ‘window display busi- 
ness,’ and all that I hope to achieve, I can lay only to 
the desire to succeed, hand work, willingness to learn, 
and a determination to do ‘my best’ always. More than 
that cannot be asked for.” 


ae “" biographical sketch of Mr. Berck is the fifty-second of a 
series now in process of publication. 











| Display Service Notes 











The Marcus Window Display Service, Boston, Mass., has 
discontinued the handling of installation contracts for na- 
tional advertisers. This concern has taken over the Displa- 
Craft Paper Company, Holyoke, Mass., and has installed the 
equipment and stock in new quarters at 110 Summer Street. 
It will handle a large line of imported and domestic deco- 
rative papers, which will be sold direct to retailers and ad- 
vertisers, as well as to display service companies. 





The Acme Window Display Service, 305 East Forty- 
seventh Street, New York City, of which H. J. Cox is man- 
ager, has purchased the window display service business of 
the Reuben H. Donnelley Corporation. This deal means that 
the Reuben H. Donnelley Corporation will discontinue its 
window display service business in New York City. 





It undoubtedly will be interesting to many to learn that 
R .V. Wayne, president and manager of the Detroit Window 
Display Service, Detroit, Mich., is now in charge of the 
window display department of the Iodent Chemical Company, 





Detroit, and is now conducting a national campaign of ap- 
proximately 20,000 window displays on Iodent tooth paste 
with the assistance of various services throughout the coun- 
try. Mr. Wayne, who was president of the Window Display 
Installation Bureau, Inc., of Cincinnati, is very well versed 
on the better services; in fact, having personal contact with 
many of the service men. This fact assures the company of 
better service everywhere. Window Display Installation Bu- 
reau, Inc., was recently sold to Window Advertising, Inc., of 
New York City. 

Mr. Wayne, of course, is still conducting the business of 
the Detroit Window Display Service and giving the usual 
good quality service. The Cadillac Window Display Service 
has been taken over by the Detroit Window Display Service 
and contracts are being completed by them at present. 





Window Advertising, Inc., has removed from 460 West 
Thirty-fourth Street, New York City, to new and larger quar- 
ters at 300 Fourth Avenue. 





The Window Display Service, of Salt Lake City, has in- 
created its business 700 per cent in four years. The managers 
have received as many as ten repeat contracts from one 
manufacturer in that period. They contribute much of their 
success. to their motto, “Smile and Play the Game Square.” 
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DISPLAY WORLD 


DISPLAY WORLD recommends the following display service organizations to manufacturers, 
advertising agencies and merchants seeking distinctive and reliable display service and counsel 
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CALIFORNIA 


The Entire State Covered Every Fourteen Days 
Branch Offices: 
San Diego Oakland Sacramento Fresno 
THOMPSON & PARMLEY 
869 Folsom Street 
San Francisco 


pe Fe Re 


An Efficient Window Display Service for Local Merchants and 
National Advertisers. 


CINCINNATI DISPLAY SERVICE 
603 So. Ohio Bank Bldg. Cincinnati, Ohio 
Representing Window Advertising, Inc., New York City 


1220 W. Pico 
Los Angeles 








J. Duncan Williams Joseph H. Marshall 


Williams-Marshall Displays 


“Window Display At Its Best” 
509 South Franklin Street Chicago 


Window display counsel; designing displays of manufacturers’ 
products for retail use; a window dislay studio with life-size 
windows for photographing, set-ups, etc. 


PIT'TsBURGH 


SURROUNDING TERRITORY 
A Dependable and Reliable Organization Catering to 
NATIONAL ADVERTISERS 
Campaigns Planned——Guaranteed Service 


RYAN DISPLAY SERVICE 


BROAD AND STATION STS., E. E. PITTSBURGH, PA. 
Visit Our Model Window Showroom 








NEW ORLEANS 


This Big and Prosperous Southern Market 
Including Alexandria, Baton Rouge, New Orleans, Lake 
Charles, Lafayette, Monroe and Shreveport 
Window Display and Service Department 
S. R. Wilson, Manager 


I. L. LYONS & COMPANY, Ltd. 


Complete Window Display & Distributing Service 
for National and Local Advertisers 


WICHITA, OKLAHOMA CITY AND TULSA 


and Surrounding Territory 


Southwest Display Service 
108 S. Washington Ave. Wichita, Kansas 


PHILADELPHIA, PA. 


Dependable and Prompt Service. Complete Coverage 
of the Entire Philadelphia Market. Satisfaction 
Guaranteed. References from National Advertisers. 
THE S. J. HANICK COMPANY 
925 Cherry Street S. J. Hanick, Mgr. 











DETROIT 


Fall—Winter—Spring—Summer 
DETROIT WINDOW DISPLAY SERVICE 
438 East Woodbridge Street, Detroit, Mich. 

R. V. WAYNE, President 
Write for Circular on WAYNE CLOCK SYSTEM 


INDIANAPOLIS, IND. | 


Complete Coverage for National Advertisers. 
Fire Insurance Carried for Your Protection. 
WEBER’S PIONEER DISPLAY SERVICE 
Fred W. Weber, Manager 
Office: 29 Kentucky Avenue 
Warehouse: 113 S. Capitol Avenue 


CINCINNATI 


Window Displays and Campaigns Executed With 
Dispatch and Effectiveness. 


R. J. STIENS CO. 
R. J. Stiens, Mgr. 
46 Cambridge Building 


DETROIT 


The Universal Window Advertising Co. 
Jefferson Terminal Warehouse, 
1900 East Jefferson Avenue 
SPECIALISTS IN WINDOW ADVERTISING 
OUR WINDOWS SELL MERCHANDISE 


FOX VALLEY—NORTHERN ILLINOIS 


A territory in Northern Illinois just chucked full of prosperous 
cities and towns, eager for better window displays. 


BINGHAM DISPLAY ADVERTISING SERVICE 








Cincinnati, Ohio 








At Your Service ..... We Know How! 
Professional Building 
ELGIN - - ILLINOIS 
“Elgin WATCHES :-: :-:  Bingham’s Displays” 












Covers 
Arkansas, Oklahoma, 
and Memphis, Tenn. 


A Complete Window Display and 
Distributing Service for National 
and Local Advertisers. 


Honesty Phone 5791 Dependability 


COVER 


TEXAS 


The Responding Lone Star 
Territory Through the 
TEXAS DISPLAY SERVICE 
1108 Laurel Ave., Beaumont, Texas 
G. T. Treswell, Mer. 


The Co-operative 
Display Service 


112 Main St., 
Little Rock, 
Ark. 














Display Services--This Is Your Market Place 


Place an ad here and establish the identity of your service in your city 
with the largest users of window display installations. 

The cost is very nominal and all are given equal representation, be- 
cause only one-inch space can be used. 
Address Advertising Department, DISPLAY WORLD 
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DisPlay World 


Title Registered U. S. Patent Office 
FOR MERCHANTS—DISPLAYMEN—ADVERTISING : MEN—NATIONAL ADVERTISERS 
Issued on the Fifteenth of Every Month by 
THE DISPLAY PUBLISHING COMPANY, CINCINNATI, OHIO 


H. C. MENEFEE, President 


C. R. ROGERS, Editor 


N. SILVERBLATT, Secretary 
OUR PLATFORM 


1. The Development of the Art of Mercantile Display. 
2. More Intimate Cooperation of Manufacturer and Merchant. 
3. The Encouragement and Advancement of the Independent Display Service Idea. 
4. An Ideal, Practical and Helpful Personal Service to the Display Profession and 


Its Industry. 


5. Appreciation of Display by Merchants as the Most Powerful Factor in the 


Business of Selling. 


6. To Maintain the Independence of Its Editorial Columns so That It May Always 
Discuss, Without Fear, Bias or Jealousy, Every Activity in the 
Display Field and Serve Best All Interests. 


M scripts, photographs and all editorial material intended for publication should reach the publishers on or before the first of the 
= ed: grin of date of issue. All photographs reproduced become the property of the publishers. 


The I. A. D. M. For the thirty-second time members 
in Annual of the display profession will get 
Gathering together on June 17 for annual ap- 

praisal of professional standing and 
possibilities. Now, more than ever, is such a meeting 
valuable‘ because of the swiftly changing character of 
retailing and retail advertising. All signs point to con- 
tinued expansion of display as the most satisfactory 
medium for quick turnover. From all sides come fresh 
proofs of its capacity for getting results when other 
publicity fails. 

There is signal benefit for the displayman in this 
development ; likewise, there are many indications that 
it produces abuses against which he must struggle. On 
the one hand, it inspires greater faith in his ability on 
the part of his employer; on the other, it causes the 
latter to favor more frequent changes, adding to his 
work and loading him with greater responsibility. 


The I. A. D. M. gathering should meet the prob- 
lems of the hour in whole-hearted fashion and handle 
them in the manner that circumstances dictate. A 
splendid convention dealing with the issues confronting 
the profession from an academic standpoint may be an 
expensive luxury if it does not produce an aftermath 
of service in accord with the demands of the times. 


During the past year the I. A. D. M. has made sub- 
stantial progress in membership and financial stability, 
according to the announcements of the national head- 
quarters. Under the direction of Executive Secretary 
James W. Foley, the headquarters have been main- 
tained at no greater expense than in previous years, 
when volunteer officers were in control. The mem- 
bership has increased one-third and service to these 
affiliates through a monthly bulletin, and aid in obtain- 
ing employment has been made more satisfactory. 
When it is understood that the year was begun under 
adverse conditions brought about by the heavy expense 


incurred in promotional work of the preceding year, 
Foley’s accomplishments become even more impressive. 


These are achievements which augur well for the 
future, and indicate that the efforts of progressives to 
invigorate the I. A. D. M. and bring it into alignment 
with the standards of modern associations have not 
been wasted. They demonstrate the foresight of Presi- 
dent Stensgaard and his wisdom and courage in waging 
a successful fight for the 1928 constitution. It was this 
accomplishment which set up the business management 
that made this progress possible. 





Lithography The Association of National Adver- 
Abuses tisers is launching a timely movement to 
Attacked beat down one of the most flagrant evils 

of dealer help production. It is a move 
that has long been expected, but which heretofore 
lacked the backing of an organization strong enough to 
attack the problem with hopes of success. 


This is the tendency of lithographers to prepare 
finished art work either as the basis for a prospective 
order or as a means of meeting competition. Rough 
sketches prepared by a staff artist were once sufficient 
to demonstrate to the client the character of the pro- 
posed material, but with the increase of competition in 
late years it has become more and more general for the 
lithographer to prepare a finished design as a means of 
baiting the hook for orders or reaching a basis of parity 
with competitors taking the course. 


This feature of overhead must inevitably be charged 
back against incoming business, adding to the cost per 
piece of the finished product. The advertiser was not 
slow in learning this fact, but personally could not set 
up safeguards for his own protection. Now the A. N. A. 
is meeting the issue by urging its members to stand 
firmly against submission of finished art work. 
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MODERNISM 


Things move fast these days— 
changes—new ideas—-MOD- 
ERNISM. Keep up to the 
minute or you're soon hope- 

| lessly old-fashioned and out 
of the running. 


You can know what New York is doing imme- 
diately—its newest backgrounds, settings and 
merchandise arrangements by means of our service. 


The displays select-_ 
ed are not the most 
elaborate, but the 
ones most adaptable 
to the average store. 





Many of the most 
progressive stores 
find these photo- 
graphs valuable 
enough to continue 


WINDOW SERVICE with us year by year. 


110 West 40th Street, New York, N. Y. 


Window display photograph 
service that brings to you 
every few days: 10 actual 
photographs of the best dis- 
plays on Fifth Avenue and 
Broadway. 














WORSINGER WINDOW SERVICE, 
110 W. 40th St., New York, N. Y. 


Kindly send us, without charge, additional infor- 
mation about your 
No. 1 Service for Ladies’ Ready-to-Wear ; 


No. 2 Service for Department Stores; 
also complete list of ready reference stable groups of 
10 photographs each. 
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These Cards Shout Summers’ Message 


Brightness of the Landscape Is Reflected in the Color Features 
of a Group of Boards Exploiting Seasonable Goods 


WORID May, 1929 


By DOUGLAS DQ@WELL 
Display Manager, Kimball Upson Co., Sacramento, Calif. 


PRING and early summer present so strong 

a contrast to the dull gray days of winter, 

all too well remembered, that it is incum- 

bent upon the card writer to gild his products 

with their refreshing color. In the group of cards 

which I present here the combinations, in part at least, 
achieve these results. 

A description reveals the “Spring” card to be 
lettered in black. The circle is of light yellow, also the 
words, “Spring is here.” The tree is in silhouette and 
the hills are purple and magenta. ‘Auto trips” is in 
lavender against magenta, with the two dotted circles 


Dowell believes 
that black stock 
serves as the 
best ground for 
the summer colors. 
The strong tones 
in his landscape 
Pictorials are 
brought out 
perfectly by 
the contrast. 


in magenta and light yellow. “1929 Bathing Suits” is 
in yellow. 

The palm trees are in silhouette against a back- 
ground of light yellow, with green foliage on either 
side. “‘Headquarters—Photographers’ Supplies,” is in 
lavender, the rest in white. The tree is in natural 
colors, with yellow clouds as a background. 

“Reach Baseball Goods” is in yellow. The block-in 
is in yellow and magenta, as well as the circles. “Golf 
and Tennis” is in magenta. The tree, of natural color- 
ings, is against a circle of magenta, which blends into 
a base of yellow. All the stock is black. 


Magenta, yellow, 
lavender, green 
and white are 

some of the 
colors ttat he 
employs. Black 
is used to 
silhouette outlines 
over the bright 
ovals that illumine 
his boards. 
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There’s still time 


to win 


a DRAWLET PEN CONTEST PRIZE! 





5 Prizes—*100 total—for those who work fast! 





HE traditional Drawlet Pen show-card contest 
ge & the I.A.D.M. Convention has been modified 
greatly this year. More prizes are offered, and 
single cards rather than sets, will be judged. Cards 
this year are to advertise Drawlet Pens themselves. 


This is an invitation to yox to join. You are 
doubtless familiar with Drawlet Pens. If not, the 
hints below will help you create a strong selling 


card. Or we will be glad t> furnish a professional 
sample assortment on receipt of $1.00. 

Read the rules—now! Then start laying out 
some rough sketches. Practice some pen lettering. 
And have two or three good entries ready to grab 
that $30 prize! For further information write to 


ESTERBROOK PEN Co. 
Camden, N. J. 








THE NEW RULES: 


Read every one carefully—each is important! - | 
| 
| 
| 


1 Any display man, or show-card artist (out- 
side the Esterbrook organization), may enter. 

2 All cards are to be executed entirely with pens 
—not necessarily with Drawlet Pens. 


3 All cards should be 7 inches wide by 10 inches 
high, or in the same proportion. 


4 Cards are to advertise the advantages of Draw- 
let Pens—just as if you were selling Drawlets | 
to artists at retail, and were designing an 
effective show-card for that purpose. 

5 Any number of cards may be submitted, but 
they will be judged séng/y, and no individual | 
can win more than one prize. 

6 Contestants may prepare cards in advance of 
the I.A.D.M. convention, in which case they 
should be sent to Esterbrook Pen Co., c/o 
Hotel Stevens, Chicago, before June 15th; or 
they may be submitted during the convention 
at the Esterbrook booth; or they may be drawn 
at the Esterbrook booth using free materials 
supplied by us. 

7 Contestants must write name and address 
plainly on the back of each card. 

g Cards will be judged on two scores: (a) Ex- 
cellence of craftsmanship—layout, lettering, 
use of color, artistry, neatness, ingenuity. 
(b) Effectiveness as advertisements for Draw- 
let Pens—forcefulness, directness, punch and 
layout of the Drawlet selling arguments. 


9 Judges will be selected at the convention; 
winners will be announced in August trade 
papers; prizes will be mailed on or before 
August 1. 

10 All cards submitted remain the property of the 
Esterbrook Pen Co. 
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DRAWLET PEN Selling Points 


Suggestions to select from in 
preparing your cards: 
(1) There is a complete line—17 styles and sizes—for 
every type of drawing and lettering need. 


(2) Drawlet Pens are easily cleaned—the fountain is flat 
and ‘‘get-at-able’”. A bit of paper or the point of a pen 
will quickly remove ink or color. 


(3) You can use heavy colors with Drawlet Pens. By 
bending the fountain upward, the pigment will flow freely 
without clogging. 


(4) Scientific pump action. The Drawlet Pen fountains 
give an even, steady flow of ink or color to the last drop. 


(5) Points are turned up at precisely the right angle for 
easy, natural working position. You hold a Drawlet Pen 
like a pencil. 


Gstertiook 


DRAWLET PENS 
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ALBANY, N. Y.—Joseph B. Carey, Advertising, Six Norton St. A. 


complete service covering central and eastern New York. 








BOSTON AND NEW ENGLAND—United Display Corporation, 
formerly Burns Display Service, Inc., established 1917. Headquarters 
53-57 Bristol St., Boston, Mass. C. W. Orr, Mgr. 





BUFFALO, N. Y.—Windo-Craft Display Service, 32 E. Genesee St. 
E. Preston Browder, Mgr. Covering Buffalo, Rochester and vicinity. 





CALIFORNIA—Larger cities covered daily; country towns every 14 
days. Sun Advertising Co., 1014 Seventh St., Oakland; Sun Adver- 
tising Co., 1507 Sunset Blvd., Los Angeles. 





CHATTANOOGA, TENN.—Hal Cady Display Service, 418 Cypress 
St. Don’t overlook the south, Mr. Advertiser. 





CHICAGO, ILL.—Fisher Display Service, Inc., 553 W. Lake St. 
Sol Fisher, Mgr. A reliable and modern window display service 
organization for Chicago and suburbs, exclusively for national adver- 
tisers. Est. 1916. Hundreds of national advertisers as references. 





CINCINNATI, OHIO—Cincinnati Display Service, 602 Southern 
Ohio Bank Bldg. Walter G. Vosler. A dependable service covering 
southern Ohio and northern Kentucky. 





COLUMBUS, OHIO—F. Aitman & Son, 415 S. Third St. Covers 
Columbus and a radius of fifty miles. 


COLUMBUS, OHIO—Universal Window Trimming Co., 476 S. Bur- 
gess Ave. Max Gutkind. President and General Manager. Established 
and reliable display service doing work for over fifty different adver- 
tisers. 








DETROIT, MICH.—Detroit Window Display Service, 438 E. Wood- 
bridge St. R. V. Wayne, President and Manager. Whether it’s fall, 
winter, spring or summer, we’re ready for you. A background of years 
of service and a list of national advertiser clients that will surprise 
you. Write for circular on Wayne Clock System. 





INDIANAPOLIS, IND.—Weber’s Pioneer Display Service, 29 Ken- 
tucky Avenue. Fred. W. Weber, Manager. The right kind of window 
installations. Fire insurance carried for your protection. 





LITTLE ROCK, ARK.—Co-operative Display Service, 212 E. Mark- 
ham St. A complete and dependable display service. 





MILWAUKEE, WIS.—Advance Display Service. Office 170 Belair 
Place. Warehouse 431 Wisconsin Ave. J. Harry Bayley. 





MILWAUKEE, WIS.—Wisconsin Display Co. L. T. LaCoss, Presi- 
dent and General Manager. If in need, sure, in deed. 





MILWAUKEE, WIS.—Stefan Display Service, 333 Fourth St. Ed- 
ward J. Stefan, General Manager. Write for our portfolio on Sales 
Analysis & Merchandising ‘‘through window advertising.” 


DISPLAY SERVICE DIRECTORY 
A Guide for National Advertisers 
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NEWARK, NEW JERSEY—Realtrt Window Display 893 Broad St. 
S. Harold Ragonesi, Mgr. Window instalation concerns may come 
and go, but we stay here forever. We cover a radius of fifty miles. 
he have satisfied others, why not you? You can try our service 
ut once. 


NEW ORLEANS, LA.—I. L. Lyons & CO., Ltd., Window Display 
and Service Department. Also covers Alexandria, Baton Rouge, Lake 
Charles, Monroe and Shreveport, La. 


_OKLAHOMA CITY, OKLA.—Oklahoma Wind-O-Display, Inc., 220% 
W. Third St. All of Oklahoma covered each month. 


OSHKOSH, WIS.—Mees Display Service, 117 Main St. A _ well 
established service covering Oshkosh and surrounding territory. 


PHILADELPHIA, PA.—Hanick Display Service, 925 Cherry St. 
Samuel J. Hanick, Manager and Director. A unique display service 
for national advertisers covering Pennsylvania, New Jersey and Dela- 
ware. Write for a list of satisfied clients. 


_PROVIDENCE, R. I.—J. M. McMahon Company, 82 N. Main St. 
Write L. M. McMahon for data concerning southern New England 
territory. 




















QUINCY, ILL.—Colpitts Advertising Service, 1243 Vermont St. 
RICHMOND, VA.—Robert Waitt, 523 E. Main St. 


ROCHESTER, N. Y¥.—Windo-Craft Display Service, Offices 32 E. 
Genesee St., Buffalo, N. Y. Preston Browder, Manager. Covering 
Rochester, Buffalo and vicinity. 


SALT LAKE CITY, UTAH—The Window Display Service, 403 E. 
Fourth South St. N. W. Reynolds, Manager. A really dependable 
service affiliated with the Drug Buyers’ Club. 


SEATTLE, WASH.—Commercial Windotrim Co. R. B. Bayley, 
Manager, 16 E. Fifty-fifth St. Installations guaranteed. Covering 
Tacoma, Seattle and all towns to the Canadian border. 


SEATTLE AND WESTERN WASHINGTON—Wind-O-Display Ser- 
vice. A. H. Olson, Manager. A reliable and established display service. 


ST. LOUIS, MO.—Thornhill’s Display Service, 919 High St. A com- 
plete and reliable window display service for the national advertiser. 
We satisfy our many clients. 


SYRACUSE, N. Y.—Joseph B. Carey, Advertising, Hills Bldg. A 
complete service covering central and eastern New York. 


























UTICA, N. Y.—Joseph B. Carey, Advertising. Two Lafayette St. 
A complete service covering central and eastern New York. 





WATERLOO, I0WA—Henson Display Service, 339 Dane St. A 
complete window display service in this vicinity. 





WHEELING, W. VA.—Iams Display Service. Distinctive displays. 





Delving Into Color Secrets 
(Continued from page 34) 
general idea that colors are something tangible. Real- 
ize that colors of every sort are merely vibrations recog- 
nized by the mentality through the sense of sight, in 
exactly the same way that you would recognize tones 
and pitch of sound through the action of the ear. Both 
are vibrations, but just why they are recognized men- 
tally as such never could have been explained had it not 
been for the invention of the phonograph and the radio 
in connection with the studies of Herz and the theories 
of light deflection expounded by Einstein. Since the 
vibrations of sound and color are analogous, our next 
chapter will be based on the relation of color to sound. 





WESTERN SCHOOL MAKING PROGRESS 

Neville’s School of Applied Arts was founded in 1921 and 
since that time it has grown from a very modest beginning 
to spacious quarters, occupying the entire second floor of the 
northeast corner of Fifth and Stark Streets, Portland, Ore. 

Every student in Neville’s School is given direct personal 
instruction according to his needs. This is a practical work- 
ing school. Each lesson is demonstrated with all necessary 
materials. Every step is clearly explained and each student 


is then required to follow the instructions, handling the goods 
as he has been shown, until the lesson is fully mastered. He 
is then required to make sketches and notes for further 
reference. < 

Now, as never before, merchants want trained displaymen, 
from the smallest shop to the largest department stores. The 
answer is this: The windows of any store, if trimmed prop- 
erly, will draw a greater volume of busines than any other 
medium of advertising and the merchants realize it now more 
than ever before. Therefore, they are willing to pay well for 
the man who can produce good business getting displays. 
Merchants throughout the Pacific Coast are constantly call- 
ing for newly trained displaymen. 

At Neville’s School students are in constant contact with 
the Merchandising Service Bureau. This department services 
a chain store organization of fifty stores with all their win- 
dow displays, show cards and art and poster panels. This 
gives the student attending the Nevilles’ School an excep- 
tional opportunity to see from every angle the type of display 
work required. 





JONES COMPANY OPENS CHICAGO OFFICE 


The George F. Jones Company, Jeanette, Pa., large manu- 
facturers of glass illuminated displays, have opened a Chicago 
office and display room in the Monadnock Building, 53 W. 
Jackson Boulevard. 
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To Offer Series of Monthly Prizes 


Botanical Decorating Company to Give Watches to 
Successful Contestants 


PMHE Botanical Decorating Company, Inc., 319-327 W. Van 

Buren Street, Chicago, will offer each month a solid 
vold jeweled wrist watch for the best flower display sub- 
mitted. The prize is offered to the decorator and will be 
engraved with his name and inscription as on a prize cup or 
medal. The prize photograph each month will be shown in 
this magazine, together with the description of the display, 
the name of the decorator and of the firm. The contest is 





The Botanical Frize—a $70 Waltham Wrist Model 


not limited to customers of the Botanical Decorating Com- 
pany. lt is open to every displayman who uses flower deco- 
rations. Every display will be judged on its merits, whether 
sent from a small store or the largest stores. 

Note.—This contest will be handled in-the most business- 
like way. It will be judged by men of national prominence 
and outside of the profession. There will be a merchant, 
an architect and an artist of national reputation on the board 
of award. 

Windows will be judged from three angles: First, from the 
merchant’s viewpoint ; that is, the sales appeal of the display. 
By that is meant that the decorations must enhance the sales 
appeal of the merchandise, not detract from it. The architect 
will pass on the proportion and fitness of the decorations for 
the store and the details necessary to produce the best 
effects. The artist will value the color combinations. There- 
fore, it is necessary in your description to mention colors 
used, as photographs do not show colors. 

Your descriptions must be brief, plainly written, and the 
floral decorations should be seasonal. You need not mention 
from whom flowers were purchased, as that positively will 
have no bearing on the winning of the prize. The award is 
entirely up to the judgment of impartial, competent men, who 
will judge entirely on merit along the lines described in this 
article. 

The modern idea is color. Flowers offer the most in color. 
They can be used in thousands of different ways. It is for 
that reason that Botanical is offering these twelve prizes, one 
each month, for the best flower display submitted. You not 
only have an opportunity to win a gold watch, but also to 
have your windows published and to pass on your ideas to 
thousands of other readers of this magazine. 

All photographs and correspondence should be addressed 
to the Window Contest Department, care of The Botanical 
Decorating Company, Chicago. 





FOUR OHIO CONTRACTS FOR ONLI-WA 

Four Ohio installations of display fixtures are reported 
by The Onli-Wa Fixture Company, Dayton, Ohio. Walnut 
and maple combinations have been installed in The H. & S. 
Pogue Company store, Cincinnati; in the Kline Ready-to- 
Wear Store, Cincinnati; in the Rike-Kumler Company de- 
partment store, Dayton, and -in the Atlas Company, a new 
ready-to-wear specialty shop in Portsmouth. 
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’ 
you re 
interested in Big Time 
Display Work... This 


machine will help you 


T’S positively uncanny the way this electri- 

cally operated International Cutawl cuts 
through Beaver Board, Celotex, Stencil Board, 
fabrics, or any other material easier than you 
can cut paper with scissors. And there’s almost 
no limit to the effects you can get with it. 


The price of Cutawl complete, ready to use, is 
only $135. Carrying case is $5 extra. In many 
instances it will more than pay for itself in one 
job. 


I can’t tell you all about this machine here. But 
I'll mail you a book about it. And I'll say this. 
If you’re a displayman and want to get into 
big time, you can’t afford not to read this book. 


Use the coupon below, either for the Cutawl 
book, for my complete catalog, or for both. 


126-130 E. THIRD ST., DAYTON, O. 


You may send me your book about the International Cutawl [_] 
You may send me your complete “Perfect Stroke’ Catalog B 








Mail This Coupon Today 
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Cut-Out Shapes That Win Attention 
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Fancy Cards That Produce Arresting Interest Because of Their 
Unique Form and Dexterous Colorings 


By RAY E. DARLIN 
Designer and Letterer, Chicago, Ill. 


SKED by a reader to show a few cut-outs that 
exhibit evident newness, 1 am. attempting 
that difficult task. To find something that 
is altogether new is, indeed, difficult, particu- 

larly when it comes to fancy shapes. However, I am 
showing with this article a group of cut-outs that em- 
brace several a little out of the ordinary and as yet,not 
shopworn by being used day after day. 

This style or shape of cut-outs will fit the needs of 
the moment to good advantage. Iam sure that you have 
heard enough about modernistic work in my previous 
articles, and that, consequently, there is no necessity 
for continued emphasis upon this type of design. It 
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should be obvious, by this time, that modern lettering, 
shape and color are important. 

Fancy cut-outs are of value only as they compel 
attention and arouse curiosity. If they do not possess 
these qualities, it is, by far, better to use a straight cut 


card. A card must have grace and symmetry to be > 


pleasing. To be attractive, it must be “different;” to 
be up to date, it must be “modern.” If all of these 
qualities are wrought into a cut-out, it cannot fail to 
be successful. 
The color suggestions for the show cards that ap- 
pear this month are as follows: 
“Chest.” The card stock is light seafoam green, 
airbrushed with green. All of 


very fine hair line of red orange 
in the word “Chest” and the 
price. 

“Shoes.” This is a purple 
card with the top wings air- 


lettered with very light green, 
and the small lettering is in 
cream. The circle is a mount 
of coral card with the price 
lettered in‘ white. The border 
around the circle is red orange, 
while the border around the 
background is gold. 

“Special Today” is a white 
board with the caption lettered 
in blue black. The price is in 
vermilion and the outlines are 
very bright green. The small 
lettering is black, while the inset 
border is light lavender. 

“Beauty Parlor.” Here I 


with the caption in_ black, 
shaded with white. The rest of 
the lettering is dark blue-green. 
The scroll at the top is edged 
with gold. The edge border on 
the card is very light magenta, 
the inset border emerald green. 





COLOR AND FORM—Color and 
form count mightily in determining 
the pulling power of a card. In 
these compositions Darlin has com- 
bined attractive lettering with re- 
freshing shades in board and deco- 
ration. Green, white and purple 
cards are favored. Cut-out tops 
provide a unique appearance. 
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“Dress Sale.” This is a midnight blue card. The 
exclamation mark is red orange. “Dress Sale” is white 
and the price is in cream. The small lettering at the 
iop is very light green, and the edge border is medium 
blue, while the inset border is gold. 

“Caps.” <A red stock with stripes painted in orange 
is the basis. The caption is in white and the price in 
cream. The small lettering is very light green. The 
wings at the side are airbrushed with black. 

“Suits” is a mottled lavender card, with all of the 
iettering in black. The caption is outlined with cream. 
The remaining details are an airbrushed border in lav- 
ender or blue and rules in gold. 

A buff card with the effect on top in two shades of 
red orange distinguished “Style.” The display phrase 
and the word “Oxfords” are in dark brown with a very 
fine split line of turquoise blue, and the small lettering 
in black. The rules are tan. 

In “Radio,” a black board is striped heavily on both 
sides with very dark gray. The caption. appears in very 
light green, while the price is light magenta. The small 
lettering is lavender. 

For “Hats,” I used an old rose card, executing the 
lettering in black. “‘Hats” and the price were outlined 
in cream. The rules were in gold and the airbrush 
effects at the top were in red. 

“Color” was a lavender card airbrushed in blue. 
The word “Color” was in cream and the rest of the 
lettering in light turquoise blue. 

In “Ties,” red orange was used against a maroon 
card, and all of the phrasing was in white. 





ART FIGURES DISTINGUISH NEW DISPLAYERS 


Graceful art figures finished in old gold, old silver and 
verde bronze are features of new displayers for small wares 
originated and distributed by the A. C. Rehberger Company, 
3654 Lincoln Avenue, Chicago, Ill. The unit which is used 
with men’s furnishings in the 
accompanying group of illus- 
trations uses a figure thirty 
inches high and is furnished in 





the finishes enumerated. All parts are detachable. The dis- 
player is especially satisfactory for candies, gloves, neck- 
wear, etc. 

The stand used in the shoe display can be had with any 
type of top and is suited for cartons, shoes, etc. The size 
featured is fifteen inches high; but the same figure can be had 
in a 12-inch height. 
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OF nsts cannot do their 


best work with poor ma- 
terials. Imagine a brush that 
sheds hairs-~a pen that scratches 
--a poor quality board! 








The exacting requirements of 
leading show card artists has re- 
sulted in. the protection of our 


It has a super finish that takes 
colors in their true value. 


It may be had in thirty dis- 
tinct shades, for harmonious or 
contrast effects. 





Send for Samples Book No. 100 
Showing the Complete Line 


CHICAGO CARDBOARD COMPANY 
= Specializing in Fancy Cardboard Products = 


664-670 Washington Boulevard, Chicago 





Compare 
These New Quill saers 


They'll paint signs, displays, posters, etc., cheaper, 
quicker and better. Paasche exclusive features are 
years ahead. Compare them with any others—that’s all. 


Triple Action Multiplehead Airbrush 
Operates by thumb, finger or hand. 
Excellent for fine decorative work and 
signs. Highly efficient with air pres- 
sures from 2 to 40 pounds when used 
with pressure feed cup. 


$23.85 (Fully described : 


in Bulletin A-29) som 





Adjustable Fan Sprayer 
Low in price, but high in quality. 
Sprays lacquers, paints, etc. Patented 
‘Quick Snap’ cover permits rapid 
change of colors. 
es $8. 00 (Fully described 
4 in Bulletin D-29) 
Thumb Action Fan Sprayer - 
Adjustable fan sprayer with thumb 
control. Just right for short sign and 
display jobs. Different size jars easily 


attached. $3.85 Seen 
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FR —new, illustrated bulletins 

showing modernistic effects 
so easily done with Paasche products. 
Send for them. 


1902 Diversey Parkway, Chicago, IIl. 


New York Cleveland Denver 
Boston Detroit Los Angeles 
Philadelrhia St. Louis Seattle 
Pittsburgh 





Hughes-Owens Co., . 
Montreal, Winnipeg, Toronto, Ottawa. 


“Performance Proves Paasche Superiority” 
D.W. 5-Gray 
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Illinois Group Holds Spring Meet 


Members of Central Display Body Gather at Bloomington for Evening 
of Business and Entertainment—Program Is Ambitious 


By E. RUSSELL SMITH 


Secretary, Central Illinois Display Men’s Association, Bloomington, Ill. 


N Monday evening, April 22, at 6:30, 125 
men, all interested in the art of display, 
gathered in the rooms of the Bloomington 
Chamber of Commerce. This was the fourth 

semi-annual convention of the Central Illinois Display 
Men. Many display executives were present. 

The first part of the evening was given over to the 
art of feasting and there is no doubt but that everyone 
had his fill. Upon conclusion of the meal the regular 
meeting was called to order by President P. L. Wertz, 
of the Central Illinois Association. The usual line of 
business was carried out. Then there being two 
officers to elect, nominations were in order. The final 
results were that Mr. Hoover, district supervisor for 
Montgomery Ward & Company, was elected second 
vice-president to fill out the term of John C. Taylor, 
formerly of Roland’s, of Springfield, Ill. The writer 
was elected secretary to fill out the term of Frank 
Kalb, of Myer Bros., Springfield, III. 























The New Showette Motion Displayer of Frocks 





President Wertz introduced the mayor of Bloom- 
ington, Ben S. Rhodes, who gave the address of wel- 
come. This was responded to by President Wertz in 
behalf of the displaymen. A loyal supporter of the 
I. A. D. M. was next on the program. This was our 
good friend of Davenport, J. H. Everett, of the M. 
L. Parker Company, who gave a very interesting talk 
on the budget system, a type of talk that is always of 
benefit to all in the profession. Then came a brief 


talk by Mr. Rosebrook, of Modern Art Studios, of 


Chicago, Ill., on the subject of modern art. He pre- 
sented his ideas in a most able manner and no doubt 
left much information with those who were present. 

Following Mr. Rosebrook was another of central 
Illinois sons, Carl V. Haecker, of Montgomery Ward 
& Company, who discussed the possibilities that each 
man has in the display field, the idea of selling our- 
selves, and many other points along this line. Mr. 
Haecker is a departmental chairman of the I. A. D, M. 
Secretary James W. Foley was unable to be present, 
due to conditions that came up at the last moment, 
so First Vice-President E. H. Bates, of Block & Kuhl, 
of Peoria, Ill., gave an address on the coming inter- 
national convention to be held in Chicago in June. 
He assured his listeners that this was to be the biggest 
and best convention ever attempted by the I. A. D. M. 

President Wertz then closed the first part of the 
meeting and the attention of the audience was directed 
to Pat York’s Million Dollar German Band, of Peoria, 
Ill. These boys performed in real German style and 
their efforts were well received. After this concert, 
the Bloomington Club presented some entertainment 
from the stage. Burnt cork featured the main part of 
this group of fun makers’ efforts. Music was fur- 
nished by an orchestra of eight pieces. The conclud- 
ing feature of the evening was a movie show given 
through the courtesy of the United Photo Shop of 
Bloomington, Ill. At the completion of this show the 
meeting was brought to an end. 





STYLE SHOWETTE A NEW ELECTRICAL DEVICE 

The principles of a style show are carried out in a new 
mechanical garment rack called the “Style-Showette.” An 
oval-shaped rack carries a series of hooks bearing hangers. 

On each side are ten hangers moving ona belt. A garment 
from the right side clears a semi-circle and takes position 
on the left side, thus turning to show the back of the gar- 
ment. Intermittent motion causes it to stop a moment. Three 
speeds enable the merchant to increase or lower the haste 
of the movement. 

This device is the invention of Albert Perling, a retail 
merchant of Paris, Ky., and is placed on the market by the 
Motion Display Fixture Corporation, Cincinnati, Ohio. It 
was first shown in windows of Cincinnati stores and proved 
an attraction, the response in sales being gratifying. It will 
serve in interior displays as well as in windows. 
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NEW YORK MAKES BULK OF FLOWERS 
New York State produces three-fourths of all the artificial 
flowers made in the United States, according to the Depart- 
ment of Commerce. 
American establishments reporting in 1927 numbered 190 
as against 187 in 1925. Of these, 125 were located in New 





A Typical American Floral Composition—a Forsythia 
Bush Produced by Mittelmark, Inc., New York City, 
and Used by L. F. Dittmar at Kern’s, Detroit 


York, twenty-two in Illinois, seven in New Jersey, seven in 
Pennsylvania, six in California, four in Missour, four in Ohio, 
three in Indiana, three in Masachusetts, two in Connecticut, 
two in Florida, and one each-in Iowa, Maryland, Michigan, 
Texas and Utah. 





Modern Arts Studios Step Forward 


Remove to New Fireproof Building in Chicago Suburb, 
G. A. Smith at Eastern Office 


M*Y 1 saw the Modern Arts Studios, Inc, of Chicago, in 
their new quarters at 4234 Drummond Place, a big, 
roomy structure admirably suited to their requirements. 
Thoroughly modern in appointments, combining steel and 
glass in a structural development that secures the utmost of 
floor space with the maximum of daylight lighting, the new 
plant will enable them to greatly increase both their output 
and efficiency. 

The building is fireproof occupies 12,000 square feet of 
floor space, and is situated in the center of a plot of ground 
which will be held by the management as a means of expan- 
sion when production requirements dictate. On one side of 
the shop is a lot twenty feet wide, and on the other a second 
with a frontage of thirty-five feet. This leeway provides 
ample assurance that the plant can be protected against 
encroachments of unwelcome industries as well as assuring 
room for growth. 

Modern Arts Studios specializes in the production of 
modernistic display decorations and has made swift progress 
recently through demonstration of capacity for designing and 
execution of thoroughly modern pieces. In furtherance of 
plans for greater development they have secured George A. 
Smith as eastern representative, with offices and display 
rooms at 250 West Fifty-fourth Street, New York City. 
Smith has acquired a reputation of wide scope through his 
work as display counsel for the United States Rubber Com- 
pany and many other large industrial organizat’ons. He 
will bring to the concern the benefit of his long experience 
in display designing and should prove a tower of strength in 
handling the eastern market. His offices will be decorated 
in modern style, exemplifying Modern Arts Studios’ creations 
for window and interior display pieces. 
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Serving Paint and Display Fields 


We are thoroughly familiarized with displaymen’s 
needs in all lines of work. The benefits of our extensive 
experiences are available to you. Let us show you how 
well and economically we can provide you with supplies 
for your display department. 

Below are two examples of our products. 


COLORED METALLICS 


Metallics are made by cutting foil into small flakes 
and are most brilliant and effective. 

Perlb. Per oz. 
Gold, Silver, and Copper ................ $2.00 $0.20 
Crimson, Lt. Green, Dk. Green, Lt. Blue, 
Dk. Blue, Orange, Cerise, Lilac, Cash- 
pe ee” I ere er nee 2.10 25 

Write for prices on larger quantities. 


Frostings and Mica 


Frosting is in flakes like snow. 
Diamond Dust is the same, 
ground fine. Used for producing 
snow effect on show cards and 
decorations. Mica used for 
same purpose. Per lb. Per oz. 
Frostings, white, in 

flakes ag ate $0.55 $0.05 | 
Diamond Dust, | 

white, powdered.. .55 05 | 
Powdered Mica, 








white, flakey..... .30 05 | 
Write for prices on larger 1 
quantities. 


Geo. E. Watson Co. 


Send for Our The Paint People 
New Misatetes 164 W. Lake St, Chicago 
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The F'‘ountain Air Brush 


For Show Card and Sign Writers 
Easy to Handle and Keep in Order 
Ask Any One of 20,000 Users 





Write for Catalog 52D 


Thsieor & Chandler 


913 Van Buren, CHICAGO 
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¥ from his business in one ode" 
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. DETROIT SCHOOL OF LETTERING 
155 Stimson Ave. Est. 1899 DETROIT, MICH. 

















| COLOR SCREENS 
PRISMATIC DIFFUSING AND PLAIN | 


We manufacture our screens by a new patented process that 
gives our screens unusual flexibility and exceptionally long 
life. Samples sent on request. Wholesale only. 


Marsene Transparent Paper Corp., Gary, Ind. 














LITHOGRAPHED DISPLAYS 
CUT-OUTS, POSTERS, ETC. 


LUTZ & SHEINKMAN, INC. 


LITHOGRAPHERS SINCE 1896 
2 DUANE STREET NEW YORE 
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SALT LAKE CITY 
Reported by Ernest A. Lawrence 

The Salt Lake City displaymen have just put over their 
third annual event in the way of entertaining their “bosses” 
so to speak. Each displayman influences his employer to 
attend this annual function which has been held now for three 
years at the Hotel Utah ballroom. 

Not only are the bosses of the displaymen invited and so- 
licited, but the managers of all stores throughout Salt Lake 
City. It is gratifying to notice what a large percentage of 
the firm heads turn out to this unique occasion. The event 
is always held on the second Monday in February, so that 
there will be no mistake in the date and so the displaymen 
themselves as well as interested employers can anticipate 
attending this unique event every year. 

The object of the occasion is to unite the displaymen and 
their bosses more closely, that the employer may appreciate 
the efforts of his window decorators and assist them with 
means—financial as well as moral support. 

The last event was rather an elaborate affair. About 
twenty stores were represented with unique displays around 
the sides of the ballroom. Besides the dozen stationary dis- 
plays during the evening, half a dozen window trimmers 
showed their skill by trimming their windows before the 
audience. 

The evening was given in the form of a banquet. A very 
sumptuous meal was prepared; also a program of several 
leading musical artists of the city. Several speeches were 
made by prominent executive men of the city. The following 
program is in detail: 

Speakers—Ernest A. Lawrence, toastmaster ; Earl J. Glade, 
Hon. John F. Bowman, mayor, and C. Bicknell Robbins. 

Entertainment—Afton Pitts Orchestra: Beth Whitney, 
Ronald Nicholls, Doug Issitt and Oliver Alberti. 

Displays—W. R. Ashby, Z. C. M. I.; E. H. Larsen, Keith- 
O’Brien Company; Leroy Clements, Standard Furniture Com- 
pany; G. M. Heppler, Arthur Franks; W. S. Calder, Wright’s ; 
N. W. Reynolds, Spalding’s; Wm. Hansen, Z. C. M. I.; R. H. 
Parry, Keeley’s; Ronald Nicholls, Mullett-Kelly Company; 
Walter Mitchell, The Owl Drug Company; Homer T. 
Llewellyn, Hubbard-Denn Company; Fred White, Auerbach’s ; 
Evan Candland, Schram-Johnson’s; Levern Hansen, The 
Paris Company; John Weiser, Hibbs Clothing Company; 
Max L. Broberg, Eastern Hatters; A. L. Weir, Hunter- 
Thompson. 

Contributions—Flowers, courtesy of Miller Floral Com- 
pany; lighting by L. B. Gowan, Utah Power & Light Com- 
pany; reflectors by Ray Ackerman; candy favors, courtesy of 
Keeley’s; cigars, courtesy of Whitaker Cigar Company; 
cigarettes, courtesy of Old Gold distributors; booths de- 
signed and executed by Wallace Nyberg; novelty matches, 
courtesy of A. M. Good; paper hats, courtesy of Carpenter 
Paper Company; incense by Schramm-Johnson Drug Com- 
pany. 

The evening was under the direction of Master of Cere- 
monies Ernest A. Lawrence, who has been chosen for this 
responsible position for the last three functions. 

The committees having charge of the affair were as fol- 
lows: 

Officers—Wallace Nyberg, president; G. M. Heppler, vice- 
president; W. R. Ashby, secretary;. Gomer T. Llewellyn, 
treasurer. 

Committees—Membership, Wallace Nyberg, chairman; 
Fred Augsberger, Lavern Hansen, J. W. Birrell and R. H. 
Parry; program, W. R. Ashby, chairman; N. W. Reynolds, 
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G. E. Morgan, A. E. Smith and Fred White; entertain- 
ment, G. M. Heppler, chairman; George H. Llewellyn, Henry 
Gyllenswan and Ronald Nicholls; publicity, Gomer T. Llewel- 
lyn, chairman; Douglas Gill and Henry Sain. 

Although a lot of work is entailed in an event of this 
magnitude, the trimmers themselves, Salt Lake window trim- 
mers, individually get a lot of fun as well as a lot of good 
rehearsal from arranging their trims for this occasion. So- 
liciting their different employers also proves to their employer 
that they, the trimmers, are manifesting a keener interest in 
the matter of decorating their firm’s window. 

The displaymen’s organization of Salt Lake City is a live 
wire organization and much credit is due to their president, 
Wallace Nyberg, who is a go-getter. The organization is 
growing steadily and continued interest is being manifested 
monthly. Regular monthly meetings are held at which a 
variation of program is in order, such as illustrated lectures, 
prominent speakers of this city and practical demonstration, 
and also local talent in the musical line is invited to spice 
up the monthly meetings. 

The organization is affiliated with the international or- 
ganization of displaymen and the local receives cooperation 
and instructions from the head chapter. We find that we 
get along very well with $5.00 a year dues and $5.00 to the 
international chapter, and for this $5.00 we receive their in- 
structions and their magazine.. 

We are so enthused with our Salt Lake displaymen’s or- 
ganization that we invite traveling window trimmers when- 
ever they are in this vicinity to be sure and call up our head- 
quarters, 217 Beason Building, Salt Lake City, Utah; our 
president, Mr. Nyberg, will gladly take them under his wing 
and make them feel at home. 





DAYTON, OHIO 
Reported by Everett Quintrell, President 


We are meeting every Thursday noon at the dining room 
of The Elder & Johnston Company for a noonday luncheon. 
At a recent meeting we had as a guest, Forest Winchell, 
membership secretary of the Y. M. C. A., who asked the 
“boys” to cooperate in helping to put over ‘a swimming and 
life-saving course that they are giving. Also Frank Schnebly, 
recently returned from a trip to Florida, gave a very inter- 
esting account of his experiences at one of our meetings. 

We are making plans for many activities this spring, one 
of them being to have a big delegation attend the I. A. D. M. 
convention in Chicago in June. 





FORT WORTH, TEXAS 
Reported by Marshal E. Moody, Publicity Director 

Immediately after our club was organized the “pep squad” 
of the Dallas Club came over, and so, instead of having our 
next meeting as planned, we were invited to meet with them. 
A luncheon and entertainment was in order, and an enter- 
tainment it was. We are going to try to reciprocate with an 
outing this month. The Dallas and Fort Worth boys have 
hopes of this being the start of a southwestern displaymen’s 
club that will rival those of some other parts of the country. 

Our business meeting was held on March 22, and our first 
opportunity for publicity was during the Texas Retail 
Clothiers convention in April. Live models were used in show 
windows and prizes awarded for the best window in several 
classifications. The slogan was “Fort Worth Dress for the 
Occasion Week.” 

A charter is to be applied for immediately by the fourteen 
charter members who are as follows: B. C. Chester, Mon- 
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nig’s, president; M. J. Bateman, Sanger Bros., vice-president ; 
i, D. Napier, Meacham’s, secretary; W. L. Huntsman, The 
Fair, treasurer; W. S. Berryhill, Peyton’s; Marshal E. 
Moody, Fakes & Company; Mr. Ethridge, Washer Bros.; 
James P. Conally, The Fair; Horace Richardson, Jackson’s ; 
Wm. M. Outzs, Montgomery Ward & Company; Evan Rout- 
zong, Sanger Bros.; C. A. Miller, Monnig’s; Mickey Lavey, 
Montgomery Ward & Company; R. L. Gosney, Monnig’s. 
The following chairmen of committees were appointed by the 
president: M. J. Bateman, membership; Wm. M. Outzs, enter- 
tainment; Marshal E. Moody, publicity. 





SEATTLE, WASH. 
Reported by Fred J. Portmann, Secretary 

Well, gentleman, the Seattle displaymen held another “Hat 
Sack” banauet and business meeting at the Gowman Hotel 
on April 25 at 6:30 o’clock. This meeting was attended by 
twenty-five strong garters (meaning, of course, supporting 
members of a “Hat Sack” club). 

A couple of Seattle radio stars, Ban and Joe by name, 
enlivened the members by giving vocal and instrumental se- 
lections during the face-feeding contest. As the napkin 
swished across President Clair’s chin for the last time, the 
members were brought to order and business of the meeting 
ensued. 

After a discussion the boys decided to have another dance, 
which will be held at the most opportunte time for the mem- 
bers, some time during the month of May. This dance comes 
under the direction of George Sullivan, a brother member. 
He is, with a committee of his own choosing, held respon- 
sible for its success. 

At the close of the business meeting a talented and in- 
teresting speaker in the person of C. O. Tillish, a member of 
our brother profession “Interior Decoration,” gave us a few 
highlights on “art” and the effect window displays are creat- 
ing for a national consciousness of that fine subject. 

The members were visibly affected by this interrozation 
from Mr. Tillish, and, I believe, were given a foundation for 
better displays of artistic design, which is the one thing this 
club is striving to give Seattle. 

From the banquet hall we visited the Electrical Products 
Corporation. There we learned the why and wherefore of 
neon gas, its effect and colorings. We were given exhibitions 
in glass blowing, an art of rare quality, which proved in- 
teresting to the boys, inasmuch as glass-blowing in this 
country has been near to being a lost art. Its revival on 
the coast presented a new and interesting study to the most 
of us. 

We were then instructed in liquid air, its uses and effects, 
with demonstrations to make the lesson more vivid. 

We must have spent close to two hours in the plant study- 
ing the Neon system from the beginning to the completed 
sign. 

Then with hearts filled with hope and brains filled with 
more knowledge, we gathered ourselves together and set out 
in our different directions for home to ponder over coming 
displays. 





SPOKANE, WASH. 
Reported by Victor E. Linden, Publicity Director 


The Spokane Display Men’s Club has lately undergone a 
sort of remodeling process which dates back to the time of 
our first meeting this year. It could hardly be called a re- 
organization, inasmuch as we still retain the original charter 
issued to us by the I. A. D. M., assurance of this fact being 
contained in a recent communication from James W. Foley, 
I. A. D. M. secretary. Through this preservation of our 
original character we may still attain to the distinction of 
being the first Pacific Coast club to have been granted a 
charter in the International Association. Rather, call our 
club a renewed Spokane club, reaffiliated on a sound financial 
basis, with and 100 per cent I. A. D. M. 

The second monthly educational meeting of the Spo‘ane 
Club was held at the Davenport Hotel Sport Shop, it being 
also the second meeting to be held in these rooms. Kenneth 
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Bush, our president, has shown rare judgment in his selection 
of so appropriate a meeting place, and M. B. Rucker, his 
employer, has been very considerate in allowing us the priv- 
ilege of twice meeting in these rooms. We are greatly in- 
debted to Mr. Rucker for his kindness. 

It is a policy of our club, recently inaugurated, of devoting 
practically all of the time at our regular meetings for educa- 
tional purposes only. Incidental business is being taken care 
of by occasional meetings, attended by officers and executives 
of the club. In accord with this plan, our second educational 
meeting consisted of a trio of display demonstrations, which, 
when completed, were to be “cussed” and discussed by the 
audience at large. Surprising the knowledge to be gained 
from discussions of this sort. 

Cy Hawver, of Tull & Gibbs, clever manipulator of furni- 
ture, rugs, house furnishings, etc., for the aforementioned 
firm, tastefully arranged an extremely modernistic display of 
gift wares, which had nothing to do with “sex appeal.” 
“Sales appeal” was the point stressed in this demonstration, 
and Mr. Hawver proved his point, by actual demonstration, 
that his display had “it.” 

Following the modernistic trend set by Mr. Hawver, Ray 
Hering, of the Crescent Store, executed a modern drape on 
a modernistic draping stand, which would have done credit 
to a Frankenthal. The “dean” himself would have praised 
the effort. The drape was accompanied by a step-by-step 
explanation of its progress and was a neat bit of educational 
work from start to finish. 

Through no personal distaste for modernistic effects, but 
rather a desire to be different, the writer struggled with a 
demonstration of men’s wear that was devoid of all mod- 
ernism. Its only embellishment consisted of a group of 
double-jointed Mutt and Jeff character dolls, who rather 
brazenly posed in various attitudes throughout the setting. 
Their antics proved too much for their audience and demon- 
strated their failure in the roles to which they were assigned, 
that of “attention getters” for the display. Like Mr. Hawver, 
Mr. Linden thereby proved his point—that “attention getters” 
are sometimes very apt to be “overdone,” to the detriment of 
the merchandise displayed. 

We were fortunate in having as a guest, Mr. Dewey, rep- 
resentative of J. R. Palmenberg’s Sons, San Francisco office, 
who regaled us with a most interesting account of the doings 
of our neighboring clubs, Seattle and Portland, recent meet- 
ings of which he attended in both cities. 

Officers of the club are as follows: President, K. S. Bush, 
Davenport Sport Shop; vice-president, Cy Hawver, Tull & 
Gibbs; secretary-treasurer, J. Allyn Dean, Crescent Store; 
educational chairman, Karl Amdahl, Palace Store; member- 
ship chairman, Glen Waugh, The Whitehouse; publici'y and 
reports, V. E. Linden, R. J. Hurd & Company. 





NEW YORK METROPOLITAN CLUB 
Reported by V. W. Sebastian, Publicity Director 

For the regular monthly meeting on Monday evexing, 
April 22, the officers of our local prepared an interesting 
series of events. A report was presented by J. Graham 
Waters, vice-president, on the result of his research and 
investigation on the subject of educational motion pictures 
for use by the national chain of display clubs. 

This was further supplemented by a prospectus furnished 
by Don Carlos Ellis, of the scenario and production depart- 
ment of the world-famed Pathé News. Every detail was 
covered for the preparatoon of films embracing special values 
for the display profession, such as actual windows all over 
the country, their various steps in being dressed, and inside 
views of display studios. Costs of projectors and screens were 
also embodied in this report, which it has been decided to 
turn over to national headquarters of the I. A. D. M. for 
consideration at the next convention. 

Preliminary plans for a large representation at the Chi- 
cago convention, Hotel Stevens, June 17 to 20, were also de- 
liberated upon and the New York group will undoubtedly 
appear strongly in a special train section. 

Additional reasons for this delegation are that New York 
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Highly Recommended--- 


“|... and a conservative estimate shows that 
we saved $300 last year on signs. This, however, 
is secondary to the fact that we had our signs 
when we wanted them. We highly recommend 
the NATIONAL SHOW CARD WRITER.” 


Hundreds of similar letters have been received from mer- 
chants using the NATIONAL SHOW CARD WRITER. You 
ought to investigate. 








Let Us Send You Particulars. 


NATIONAL SHOW CARD WRITER 


Manufactured by 


NATIONAL SIGN STENCIL CO., Inc. 


1602 University Ave. St. Pau!, Minn. 











City has its hat in the ring for the 1930 I. A. D. M. con- 
vention and has received a renewal of the offer made by the 
Hotel Astor for 20,000 square feet of space. 





BLOOMINGTON, ILL. 
By E. Russell Smith 

The Bloomington Club held a meeting May 1 at the 
Arlington Hotel. Lots of pep was in evidence. Several ex- 
pressed their intentions of going to the convention this year. 
New thoughts were exchanged and an effort to buld up the 
club will be put in order at once. Social affairs are to be 
much in evidence in the future. The club members and their 
wives joined with the secretary the following Wednesday 
evening for a bridge party. 


BIRMINGHAM, ALA. 
Reported by Earl H. Furman, Publicity Director 

The Birmingham Association of Display Men held another 
of their enjoyable meetings on Thursday night, April 18. 

Mr. Cherkis, display manager for Goldstein & Cohen, was 
appointed to take charge of the next meeting and to provide 
an interesting program for same. 

FE. H. Furman, display manager for Caheen’s, gave an in- 
teresting talk on color in which he brought out the relation 
of color harmony to musical harmony. 

At the close of the meeting the drawing for the free prize 
was held. Each meeting someone donates a worthwhile prize 
and the names of those present are put in a hat and drawn 
for the prize. This is to stimulate interest and attandance. 
The prize for this meeting was a new straw hat and was won 
by T. J. Giddens. 








SHREVEPORT, LA. 
Reported by T. Willard Jones, Secretary 
The displaymen of Shreveport at their last meeting de- 
cided to hold a day’s outing and fishing trip at the camp 
of Vice-President McCurry on Cross Lake during the early 
part of May. 
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A talk was given by President Joyce on display service 
for the smaller stores. A scale of prices was fixed for this 
class of work. Our last meeting was the best we have had 
so far, being more profitable and enjoyed by everyone. We 
hold our meetings twice a month, on the first and third 
Wednesdays, with a noonday luncheon in our private room 
at the Y. M. C. A. Building. 





INDIANAPOLIS, IND. 

Reported by A. Roeder, President 

The Indianapolis Display Men’s Club held its monthly 
meeting April 1 at the art studio of E. Davidson. R. L. 
Frazier, of Goldstein Bros., gave a wonderful lecture on 
modern art. 

The committee in charge of entertainment reports great 
progress for a dance to be given by the club in the near 
future at the Indiana Ball Room, of this city. 





PORTLAND, ORE. 
Reported by Olave Ralph 
“More Light—More Customers—More Sales.” This is the 
slogan taken from a lecture by C. P. Pryal, lighting engineer 
of the Portland Electric Power Company. The Portland 
Display Men’s Club had the pleasure of listening to this 
expert for two hours at their last meeting, and if there is 
any angle in the question of lighting that he couldn’t ex- 


Olave Ralph, Portland Publicity Director, on Vacation 
Along the Columbia River 


plain, it wasn’t worth explaining. “Light”—just a little word 
of five letters, but such a powerful magnet in the world of 
windows. 

Now for some fun. We surely had gobs of it at our 
dance on the Battleship Oregon. Mr. Prose, of Montgomery 
Ward & Company, proved to be an able skipper and his four 
gob orchestra furnished delightful music for the dancers. 
A fire down the river brought the fire boats out and this 
furnished entertainment for the strollers. This dance was a 
financial success, and, like our fellow-displaymen in Seattle, 
we can boast of all bills paid and money in the bank. 





SHARON, PA. 
Reported by I. E. Ogg 

President F. A. McIntyre and Secretary R. L. James have 
taken hold of things and promise some wonderful things for 
the summer. I. E. Ogg is booking future educational demon- 
strations, and Martin Hess is working out the summer enter- 
tailment program. 

The meeting of March 25 was of great interest. Mr. Pine, 
of Muraltex Company, demonstrated the wonderful possi- 
bilities of Muraltex and Muralo for show window back- 
grounds and for interior display work. 

At our business meeting of April 2 there was no demon- 
stration, but several interesting talks on club activities, after 
which several of the members were entertained at the home 
of Vice-President Novak with a Dutch lunch. 
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PO ° Opportunity Sxchange “ 


Vlen W: 


g& Positions Wanwd Gor Sale Winter to Buy 








MR. DISPLAY MAN 


16 West 30th Street 
New York 


You'll find it PROFITABLE to kezp in touch with us! 
BUY DISPLAY — 
EXCHANGE SETTINGS USED 


of Every Description 
What can we sell you? 


DISPLAY CLEARING CORPORATION 


What have you to sell 


Telephone 
Caledonia 9449 











mchanical pieces. 


Our NEW Address Is 
122 FIFTH AVENUE 
NEW YORK CITY 


USED DISPLAYS WANTED 


We are in the market for used displays and decorations. 
We pay highest prices for Christmas decorations and 


Metropolitan Display Fixture Clearing House, Inc. 


Our New Telephone 
Number Is 


Telephone CHEL-sea 3272 






SALESMEN WANIiED 


Nationally known organizat:on 
wants representatives through- 
out the country selling adver- 
tised line of display fabrics and 
features on commission basis 
to department and retail stores 
and many other outlets. Full 
cooperation. For further de- 
tails: age, experience, if any, 
references. Confidential. 


Address “I. D.,” 
Care of DISPLAY WORLD 








SALESMEN 
With our line of small, attractive, yet low 
priced display fixtures, for both window 
and intericr use, you cin do a nice volume 
with an attractive profit, either as a main 
or side line. 
FORT SCOTT PLANING MILL, 


Fort Scott, Kansas 

















NEW YORK BACKGROUND FOR SALE 


The present window backgrounds of Saks & Company, 34th 
Street, New York City, are for sale. 
feet, 12 feet high, including cork, fabric cord and metal trimmed ; 
also iron and glass grills wired for illuminations. Communicate 
with our Window Display Department. 


SAKS & COMPANY 
New York City 


Approximately 200 running 





WANTED-—Display Men to sell window 
display fixtures on commission basis. 
Write for particulars. Artistic Wood 
Turning Works (established 35 years, 
originators of Wood Window Display Fix- 
tures, 515 N. Halsted St., Chicago, Il. 











Displaymen, Display Services, Salesmen 
and Selling Agencies, we have a very at- 
tractive proposition to offer in the handling 
of our complete line of quality window 
display and store equipment. Further pai- 
ticulars and copy of new Catalog “G” upon 
request. The Cincinnati Show Case & 
Display Fixture Works, 232-240 Main St., 
Cincinnati, Ohio. 











FOR SALE—WALTERS’ FIT-RITE AND 
STA-ON WINDOW SOCK FOR DECO- 
RATORS.. Made of heavy fleece-lined 
Jersey cloth, 7Sc pr., $4.25 half doz., $8.00 
doz., postpaid. An elastic band is taped 
and. sewed in the top. Patented May 20, 
1924. Fits over any shoe. Order by size 
shoes worn. J. M. WALTERS, Mfr., 
South Benton Way, Los Angeles, Calif. 














WANTED—Displa)men and fixture 
dealers to handle our moving dis- 
plays as agents or jobbers. 
ELECTRIC WINDOW 
SALESMAN CoO., 





46 Cornhill, Boston, Mass. 








SHOW CARD OUTFITS 


THE SHOWCARDER supplies the inex- 
perienced with the newest up-to-date 
materials in stencil form for lettering 
signs, price tickets, streamers, banners. 
No complicated scaling systems, no un- 
necessary weight. Patented March 16, 
1926. Adopted by leading chain store sys- 
tems to replace cumbersome, old-style 


outfits formerly used. “Paid for itself 
many times over,” “Turns out signs as 
good as a professional.” ‘Easily surpasses 


my old outfit in style and speed.” “I get 
duplicate orders for signs without ever 
asking for them—thanks to my Show- 
carder.” Folder explains everything. Write 


for it. 
SHOWCARDER, INC., 
University at La Salle St. Paul, Minn. 


FOR SALE 


IMPORTED MECHANICAL CIR- 
CUS DISPLAY—Nine mechanical 
figures. Details and price 0:1 request. 


Phelps Shoe Co., Ltd., Shreveport, La. 














EXPERIENCED FIXTURE SALESMEN 
—To sell high-grade and most econom:cal 
window display fixtures on the market. 
Very complete line of wood, wrought iron, 
ornamental and plain metal, forms, racks, 
etc. Very profitab'e commissions allowed. 
ART FIXTURE MFG. CO., 
St. Louis, Mo. Memph:s, Tenn. 
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Battling the Bane of Dealer Helps 


(Continued from page 77) 


“Your association should be complimented on this very 
fotward step. The broadminded view which you are foster- 
ing positively, will bring the results you are striving for. 

“We are in hearty accord with your new plan for the 
purchase of lithography .... That it will benefit the nationa! 
advertisers through its making for lower prices is obvious 

“We agree with you fully that abuses in the purchase and 
sale of lithography are in need of correction’ and we think 
your association is doing a very helpful work in endeavoring 
to solve this problem . . With the understanding, as stated 
by you, ‘the A. N. A. plan for the purchase of li hography is 
a beginning and not an end,’ we pledge our support to the 
suggested plan.” 


The members of the dealer relations committee of 
the Association of National Advertisers are: William 
F. Earls, United States Rubber Company, chairman; 
H. Freeman Barnes, Edison Lamp Works of General 
Electric Company; James O. Cook, Jr., California 
Fruit Growers’ Exchange; David W. Duffield, Yaw- 
man & Erbe Mfg. Company; Curtis H. Gager, Welch 
Grape Juice Company; W. M. Gordon, S. D. Warren 
Co.; H. L. Harding, United Drug Company; Harold 
W. Harney, Dennison Mfg. Company; Harry J. 
Hodges, Murphy Varnish Company; John M. Holmes, 
A. G. Spalding & Bros.; Bayard Jones, Remington 
Arms Company, Inc.; P. J. Kelly, B. F. Goodrich 
Rubber Company; H. J. Lance, the Gorham Company, 
Stanley Little, American Stove Company; R. E. Mer- 
cer, the Lowe Bros. Company; Tim Thrift, American 
Sales Book Company, Ltd.; Clinton B. Tooley, Mc- 
Callum Hosiery Company; H. L. Tuers, Gruen Watch 
Makers’ Guild; Robert Waddell, Hamilton Watch 
Company; L. T. Warner, Warner Bros. Company, 
Inc., and R. T. Whitney, Hood Rubber Products Com- 
pany, Inc. 





Tricks In Trimming Men’s Wear 


(Continued from page 50) 


of cold water paint, glue and sawdust. This is much 
cheaper than wallboard, yet gives the same appearance. 
To this is added ornamental columns, border, baseboard 
and grillwork, all of wallboard and painted in season- 
able colors. The general mass in ivory, cream or warm 
grey being my favorites to back all types of merchan- 
dise, plus artificial flowers to soften the whole. 

“Our overhead lights are concealed and are spaced 
about twelve inches apart. Occasionally we use color 
flood lights.” 








$5 COURSE IN 
ADVERTISING - - $1 


Learn advertising at home, in your spare 
hours. This course, is the exact work 
given 80 students at International Bus1- 
ness College, for which they paid $25 each. 
Combination men, window men, and mer- 
chants will want this course, for it teaches 
all the necessary mechanics of actual ad 
writing. More than 8,000 copies have been 
sold since October. 100 newspapers are 
training their staffs with it. Each impor- 
tant point is illustrated. Was priced $5, 
now reduced to $1 to sell quantities. 
Written and for sale by 


E. W. ELMORE, Adv. Mgr., 


THE WHITE HOUSE 
EL PASO, TEXAS 
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To Real Display Managers To the NEVERWAZZERS 
oo 
Shes 
Ny 
I want to pene I can’t see the Old methods are 
Give me the facts! use of bothering! good enough for me! 


To the Apathetic Boys: 


Gentlemen: 
When the President or General Manager of your store suddenly calls you on the carpet 
and asks you what you know about the Embosoframe System—as he most assuredly 
will—you will do one of three things: 
1. You will gulp like a dying fish and make unintelligible noises; or 


2. You will feed him a line of misinformation based on a complete lack of 
knowledge; or 
3. You will pipe up, with the bright look in your eye which delights a president 
or general manager: “Oh, yes, I investigated that system fully when you 
paid my expenses to the I. A. D. M. Convention in Chicago. I can tell you 
all about it.” 
The Apathetic Boys and the Neverwazzers will spend the bosses’ money for a good time 
and will go back knowing no more than when they left their stores. 
All of which is preparatory to stating that the Embosoframe System—a revolutionary 
method of systematizing the making of window and counter cards— 
a. Has now been ordered or installed i in dozens and dozens of the finest depart- 
ment stores in America. 
b. That it saves two-thirds of present operating costs. 


c. That it beautifies the store beyond any conception you can possibly have, 
unless you have seen one of our installations; and 


d. Finally, while the EMBOSOFRAME SYSTEM is a mat- THiex] 1 want. the 
ter of store policy, and, as such, is sold to the chief executive io Embeostrame 


of a store, it is high time that display managers got wise to = 44s") 7 it certainly 
the fact that stores pay big salaries for initiative, knowledge 77 oF @ ey 
and the ability to recommend — in methods which will 


save money. 


Our exhibit, one of the largest spaces at the Chicago Convention, will 
teach all Display Managers something the boss is going to ask about. 


Sincerely yours, 


Get the al a) (a? a 
ys; 
wish you a. Oe peesident. 
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The Tenth Annual Wedding Display by Mr. C. F. Goettman, for The Joseph Horne 
Company, Pittsburgh, Pa. This is one of eighteen windows used in this display. 


pecial Notice 


to Display Directors on Page 87 
of This Issue 
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